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Justin Dart has decided to stay 
ith United Drug, instead of ac- 
pting Sewell Avery’s offer to be- 
me president of Montgomery 
ard. Maybe he thought that his 
ilitary experience was_ inade- 
ate. 
¥ vv F 
Gladys the beautiful reception- 
says the atomic bomb is a 
nderful thing, and now maybe 
ey will start to do some real 
vertising for the DeVilbiss ato- 
7er. 
=. FF 
A farm paper man_ suggests, 
er reading of plans for a new 
twork program to be sponsored 
International Harvester, that 
> name given it not be “The 
im Reaper.” 
i 7 
Clothiers Press Ad Plans De- 
te Current Shortage’ — head- 
e in ADVERTISING AGE. 
And how about pressing a new 
ir of pants for needy civilians? 
7, @ © 
news story reports that the 
ia fountain makers have. or- 
nized a new association to pro- 
te the industry, and already 
pe is again rising for the re- 
gence of the banana split. 
, VF 
jack in 1906, the Journal of the 
ierican Medical Association re- 
ris, the burning question among 
‘tors was, “The horse or the 
mobile?” If Detroit doesn’t 
busy soon, it may again be a 
le topic. 
7+ = 
rivately owned utilities, says 
m Schwieger, spend their good 
ney for advertising, while “the 
ialistie planners apparently get 
st of theirs free.” 
’s too bad the utilities haven’t 
’ press agents. 
. = 
d Hurley’s new kitchen gadget 
ll wash the clothes, peel the 
atoes and freeze the ice cream. 
ybe it would be possible to add 
ther attachment for changing 
baby. 


* 
Esquire’s All-American Boys 
seball game at the Polo 


ounds Aug. 28 will have many 
luis in the stands—not Boy 
its, but representatives of the 
F league ball clubs. 

— oe 
‘Cuntry Gent’s most popular 
er, the score-card shows, por- 
ys handsome and dignified 

and it’s the customary 8 to 

fat his name isn’t Elmer. 

+ wT & 
peaking of cosmetics adver- 
18, “The Creative Man” says, 
isn’t all so silly, we think 
Would be a little sickening.” 
ut maybe the gals like it that 


_ ee 
ulice Engineering Company is 
ing for help, and believe 
t they want fellows who 
pile technical manuals in- 
the obvious job of turn- 


publicity. 

v v v 
ill the excitement over 
azines for the teen agers, 
n’t some smart publisher | 
ik Sinatra to edit a little 
“er called “The Bobby Sox 


e F 


Copy Cus. 


Are you driving a 


=, Boob y Traps 


Make « date for SHELLUBRICATION Today / 


LESSON—The dangers of wartime car 
neglect are pointed out in Shell Oil 
Co.'s current “booby trap'’ campaign, 
which uses examples of military booby 
traps to dramatize the accident po- 
tential of "hidden" auto parts. The 
series is appearing, in more than 400 
western newspapers. 


Magazines, Books 
Given Another 
5% Paper Boost 


Washington, Aug. 10.—An addi- 
tional 5% increase in paper for 
magazines, books and commercial 
printers is being announced by 
WPB this weekend, following 
further improvement in the print 
paper situation. 

In deciding on the additional 
relaxation of paper restrictions, 
WPB found, however, that con- 
tinued worldwide shortage of 
newsprint made it impossible to 


increase newsprint consumption 
quotas at this time. 

With the latest adjustment, 
magazine publishers, commercial 


printers and book publishers will 
be operating at 85% of their base 
period tonnage, an improvement 
of 10% in consumption quotas 
since the beginning of this cal- 
endar quarter. New magazine, 
book and commercial printers are 
to have 10 tons quarterly to start 
instead of five tons. 


First Boost in July 


First relaxation of paper re- 
striction, a 5% boost for all pub- 
lishers and printers, was an- 
nounced at the beginning of the 
quarter July 3, with assurance 
that further modifications would 
be made as rapidly as the paper 
and pulp supply permitted. At 
the same time the five-ton quar- 
terly quota for newcomers, in- 
cluding veterans, was set. 

While WPB provided no ex- 
planation of the changes in the 

(Continued on Page 66) 


Summer Scourge? 
Read ‘Ad - libbing,’ 
Page 12. Other fea- 
tures include: 


Business Paper Figures 34 
Editorials 12 


Feature Page él 
Getting Personal = 30 | 
Information for Advertisers 12 
In Washington 52 
Obituaries 67 
Photographic Review 71 
Postwar Planning _ 40 
Rough Proofs .. 1 


Voice of the Advertiser e 44 


| Collect.” 


Atomic Energy 
May Create New 
Industrial Wealth 


But Practical Use 
Still Far in Future, 
Scientists Believe 


(This story discussing the practical 
applications of atomic energy to indus- 
try was written prior to the news that 
Japan had offered to surrender to the 
United Nations. The lead editorial in 
this issue, pointing to advertising’s im- 
mensely important postwar task, like- 
wise was prepared before the sur- 
render announcement.) 


Chicago, Aug. 10.—The advent 
of the atomic bomb, which has 
shattered the cities of Japan, is 
shattering also many of the old 
concepts of science and industry 
upon which billions of dollars of 
investment fundamentally _ rest. 
The New York Stock Exchange 
appraised the short-term results, 
including probably a quick end of 
the Japanese war, by a sharp de- 
cline in security values, but the 
long-range implications go much 
deeper. 

Nevertheless, scientists who 
have discussed the possibilities of 
releasing untold new sources of 
energy from the atom do not be- 
lieve that industry will be quickly 
revolutionized by the realization 
of a dream which physicists have 
discussed for the past generation. 


They visualize many years of ad-| 


ditional research before practical 
applications of atomic energy be- 
come feasible. 


May Expand Pure Research 

These same _ scientists, who 
point to the tremendous possibili- 
ties of pure research, as distin- 
guished from commercial re- 
search, likewise believe that the 
enormous increases in industry 
expenditures in this field will be 

(Continued on Page 65) 


WHAT IT TAKES 
TO REDEPLOY 
ONE SOLDIER 


Multiply these trips by 3,000,000 men, and youl! sec 
why train space is short for even essencial civilian travel 


0 ohhen sander g ton only im conches 


GRAPHIC—The essential steps neces- 

sary to redeploy one soldier are il- 

lustrated in this New York Central ad 

now appearing, in all principal daily 

and weekly newspapers along the line's 

routes. Foote, Cone & Belding is the 
agency. 


Westinghouse Ad 
Programs Placed 
Under McKibbin 


Pittsburgh, Aug. 9.—All West- 
inghouse advertising programs 
have been consolidated under the 
personal direc- 
tion of J. M. 
McKibbin, as- 
sistant to the 
vice - president, 
it was announc- 
ed this week. 

The consolida- 
tion includes all 
general publica- 
tion advertising 
by Westing- 
house Electric 
Corporation, its radio programs, 
motion pictures and sign identifi- 
cation work. Mr. McKibbin will 
direct these widespread advertis- 
ing activities from Westinghouse 
headquarters here. 

The new step is part of the re- 

(Continued on Page 69) 


J. M. McKibbin 


Last Minute News Flashes 


Elrick Heads New Pepsodent Product Testing Unit 
Chicago, Aug. 10.—Robert F. Elrick, formerly director of advertising 
and market research of Quaker Oats Company and prior to that re- 
search director of Ruthrauff & Ryan and Blackett-Sample-Hummert, 
has been appointed head of the new department of product testing and 
market analysis set up by Pepsodent division of Lever Bros. Company. 


Four Executives Leave Kastor, Form Own Group 
Chicago, Aug. 10.—V. T. Mertz, executive vice-president, Ruth F. 


Farquhar, vice-president and head of copy, H. E. 
dent in charge of art and production, and H. D. McNaughton, 


Merillat, vice-presi- 
account 


executive, have resigned from H. W. Kastor & Sons Advertising Com- 


pany. 


In charge of Drene shampoo advertising for the 


past five years, 


the four executives intend to remain together as a group. 


Chicago & Southern Air Lines Names BBDO 


Memphis, Aug. 10.— Chicago & 
Batten, Barton, 


publications and outdoor, 


Durstine & Osborn, 
A budget of $150,000 will be used in magazines, 
starting Oct. 1. 


Southern Air 
Chicago, 


Lines has appointed 
to direct its advertising. 
newspapers, trade 


Lorillard to Sponsor Sinatra on CBS 


New York, Aug. 10.- 
Sinatra this fall on CBS, 
tions covering five years. 
9-9:30 p.m., EWT, 


-P. Lorillard Company 
signing him to a 39-week contract with op- 
The show will start Sept. 12, 
replacing Old Gold’s summer 
Lennen & Mitchell is the agency. 


will sponsor Frank 
Wednesday, 


show, “Detect and 


General Foods to Start Mystery Show on MBS 


New York, Aug. 
start “House of Mystery,” 
tions, Saturday, 


10.—General Foods Corporation on Sept. 
juvenile mystery program, 
12 noon-12:30 p.m., 
Toasties through Benton & Bowles. 


15 will 
on 240 MBS sta- 


EWT. The show will promote Post 


|ring WPB_ and 


11944), will announce the 


| Lachlan & Co., 


OPA Wins Round 
in Decontrol’ 
Fight with WPB 


Maintain Controls, 
Speed Low-Priced 
Goods, Truman Asks 


Washington, Aug. 9.—Price Ad- 
ministrator Chester Bowles, armed 
with figures to show that the dan- 
ger of inflation is greater during 
the reconversion period than ever 
before during the war, emerged 
from a tangle with WPB today 
with White House instructions 
slowing down the “decontrol” of 
materials needed for civilian pro- 
duction. 

Under the national reconversion 
policy defined by President Tru- 
man after a conference with war- 
OPA factions, 
WPB has been instructed to re- 
tain controls over inventories, and 
to “limit the manufacture of 
products for which materials are 
not yet available in good supply.” 


Seeks Low-Price Items 


The White House instructions 
further advised that WPB must 
remain on the job and take steps 
“in the interest of the stabiliza- 
tion program” to expand the pro- 
duction of materials in short 
supply, and to allot scarce ma- 
terials for low-priced items. 

The instruction appeared to be 
a sharp setback to plans of top 
WPB officials, and to involve 
continuation of the programming 
of “essential” civilian goods items 
for a number of months to come. 


Claims Program Upset 


Previous to today’s settlement, 
OPA had complained that WPB’s 
program of withdrawing govern- 
ment controls from materials up- 
set the economic stabilization pro- 
gram by encouraging production of 
high cost and luxury items. WPB’s 
own civilian goods chief, Dr. Wil- 
liam Y. Elliott, had resigned after 
urging continuation of civilian 
goods programming. 

While WPB Chairman J. A. 
Krug has taken the position that 


Hat Group Will 
Name Agency for 
$250,000 Drive 


New York, Aug. 9.—The Hat 
Research Foundation, formed last 
year from the Hat Style Council 
to study the hat industry and post- 
war prospects (AA, July 17, 
appoint- 
agency on 


ment of an advertising 


lor about Aug. 15 as the first step 


in a postwar educational cam- 
paign on which the group expects 
to spend an estimated $250,000 


The foundation will retain the 


Institute of Public Relations to 
handle public relations and will 
also appoint a research organiza- 
tion to study retail stores through- 
lout the country as to new 
marketing, advertising and mer- 
chandising techniques for the hat 
business 

President of the group is Harry 
McLachlan, president of H. Mc- 

Danbury, Conn. 
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government should get out of the | 


way of reconversion as quickly 
as it can, OPA argues that price 
control cannot stand up unless 
there is authority to compel pro- 


duction of essential low cost 
items. 
Complain of Delays 
With the nation’s reconversion 


program steadily gaining momen- 
tum, OPA pricing officials had 
found themselves in an extremely 
uncomfortable position, with in- 
dustry and the trade press com- 
plaining that complicated pro- 
cedures would delay reconversion, 
and consumer groups charging 
that low-price merchandise is 
disappearing from the market at 
the very time that cutbacks are 
bringing reduced incomes or un- 
employment. 

As Mr. Bowles sees it, the re- 
conversion pricing problem is the 
most critical the agency has yet 
faced. While he subscribes to the 
argument that inflation must be 
smothered under a flood of new 
products, he produces an ample 
pile of statistics to show that 


most of the inflation of World 
War I occurred during the re- 
conversion period. 

Armed with .graphs that sink 
down after the armistice only to 
zoom up again 20 months later, 
Mr. Bowles and his staff contend 
that tight price control must be 
retained on civilian goods until 
prices begin to drop away from 
the ceiling, or at least until de- 
mand begins to catch up with 
supply. OPA officials cite a trend 
toward high-price lines to sup- 
port their plea that WPB should 
stay on the job through the re- 
conversion period. 


Asks Snyder’s Opinion 


Mr. Bowles states his position 
in a letter to War Mobilizer John 
W. Snyder in which he asked for 
a “Yes” or “No” on his conten- 
tion that materials no longer 
needed for the war should be 
channelled into civilian produc- 
tion “in an orderly manner.” 

Since reconversion pricing first 
became a subject for discussion 
—though an academic issue dur- 
ing the period of all-out war pro- 


> ra 


duction—OPA has insisted that 
industry can make a profit at 
near-1942 price levels. 

In arguing that surveys would 
show that only fractional adjust- 
ments will be necessary, Mr. 
Bowles pointed out that sales 
costs will be down; new produc- 
tion techniques will be available 
and prices of many materia!s will 
be lower than before the war. 

The Bowles estimate on sales 
costs rest not so much on cur- 
tailed advertising as less sales re- 
sistance, and absence of ‘cut 
prices” or trade-ins, and similar 
expense creating efforts. 

Much of his contention on ma- 
terials was based on a belief that 
aluminum, production of which 
was vastly expanded during the 
war, would be available on a wide 
scale and at vastly reduced prices. 


Oppose ‘Absorption’ Policy 


Getting down to cases, OPA 
has found: 

1. Strong resistance in many 
industries to prewar prices, and 
unwillingness of other industries 


to produce low-price models 


when 1942 prices are retained, 

2. Last-ditch opposition from 
distributors who feel the “ab- 
sorption” policy—passing manu- 
facturing price increases on to 
the distributor instead of the pub- 
lic—is unfair and unworkable. 

3. Skepticism that any really 
simple method of reconversion 
pricing is possible. 

Number one disappointment at 
OPA was discovery that alumi- 
num, despite improved technical 
methods, must sell for 10% more 
than before the war as a result 
of higher labor costs. 

In addition to increased alumi- 
num prices, agency surveys have 
come up with an 18% increase in 
the price of radio cabinets, and 
even that figure is protested by 
the industry as insufficient. 

So far, electric irons, stoves 
and washing machines are to re- 
turn at near 1942 levels, but 
OPA’s experience with both irons 
and stoves is discouraging. In 
each case studies show that lines 
provided for dealers average far 
higher in price than the prewar 
average. 


The largest pharmacy in the 
world—a charter subscriber to 
EL FARMACEUTICO writes... 


6¢6Down through the years we at the Franco- 
Inglesa Pharmacy in Buenos Aires have found 
EL FARMACEUTICO to be extremely 
helpful in furnishing us with the latest infor- 


mation on professional 
macy practices. 


and commercial phar- 


As you may be aware, the Franco-Inglesa 
Pharmacy, founded in 1892, is today considered 
the largest in the world. In our prescription 
department alone 175 pharmacists fill a daily 
average of 3,000 prescriptions. 


On my recent visit to your editorial and pub- 
lishing offices, I checked your subscription lists 
for Argentina, and was pleased to note that you 
are reaching the leading pharmacies, hospitals, 
importers and manufacturers in the drug and 
health field in our country. 9 


Selling the Latin American Drug Trade and Health Field you 
need El Farmaceutico. Sample copy of this B.P.1.C. Special- 
ized Export Magazine and details of its services, circulation, 
advertising rates, etc., will be sent fo you on request. 


Business Puptiswers INTERNATIONAL CorPORATION 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


330 WEST 42nd STREET, NE 


W YORK 18, N. Y. 


‘a icine a ial 


Advertising Age, August 1: 


OWI, Treasury 
Rush V-] Plans 


Washington, Aug. 10.—Alt}; 
the “Beat Japan,” security 
war information and mot x 
cruiting programs are likely tg , 
into the waste basket, OWI’: pox 
V-J plans list a number of crit;.. 
home front information progray, 
and Treasury is moving abe, 
with plans for another war bo, 
drive in the fall. 

The Treasury V-J Day sche; 
ule called for release by telegray 
of two special victory ads pr 
pared by the War Advertisiy 
Council, and for telegrams ; 
more than 600 radio stations cay 
celing “Beat Japan” messages ; 
recorded programs. 

Whether the next war lo 
would be held November to De, 
7, as originally scheduled, y 
mained in doubt as officials hyd 
dled frantically today, wrestlip 
with a proposal for a “victor 
drive to be moved up, perhaps ; 
October. It was generally | 
lieved that organizational proj 
lems prevented mobilization 
the Treasury sales force for ; 
earlier effort. 


1g 


Nie 
Uz 


Drop ‘Beat Japan’ 


At OWI, tentative plans call 
for immediate withdrawal of th 
“Beat Japan” campaign, and , 
the recruiting programs, exce 
for merchant marine, which | 
expected to remain an_ urge 
need. Among the recruiting e 
forts which will probably 
abandoned are Army, Nav 
women’s services, cadet nurse 
war dogs, ship repair and texti 
workers. Security of war infor 
mation would also pass out, 
was believed. 

The OWI estimates, while a 
thoritative, were only of a tent 
tive nature, pending further dg 
tailed study of developmen: 
However, it was certain that me 
chant marine recruiting, all v4 
erans programs, car and tire « 
servation, solid fuels conservati 
economic stabilization, food pr 
grams, rationing programs, WwW 
finance and the National W 
Fund would continue on it 
“urgent” list. 

Also on the OWI list as “‘nece 
sary” are civilian nursing, 
forest fires, “‘mail early” and 
number of others. Definite w 
on OWI plans must await cla! 
fication of the entire demobiliz 
tion picture, officials explain. 


CKNW to McKim 


International Broadcasting C 
pany has appointed the Va 
couver office of McKim Advert 
ing Ltd. to handle an_ increas 
advertising budget promot! 
Station CKNW, New Westmins(4 
Bw 


The shortage of paper and the needs o 
nation make it highly desirable to get é 
message into EVERY PIECE OF PRIN 
MATTER! 
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Ratr KIRCHER, Pres- 
ident of Kircher, Helton & 
Collett, well known Dayton 
Advertising Agency comments 
below on huge proportions of 
the institutional market. 


IEWED from every standpoint, 
the institutional field adds up to a market of 
great potentialities. To those manufacturers 
whose products are used in institutions, to those 
manufacturers contemplating products for this 
field and to the advertising agencies responsible 
for the promotional efforts of these products, 
it represents a market already in motion and 
one which promises to reach tremendous pro- 
portions just as soon as the materials and man- 
power situation approaches normalcy. 


"Field-wide surveys of this mass feeding, 
mass housing market indicate an expenditure for 
expansion, rehabilitation, new construction, re- 
furnishing, etc., of well in excess of ten billion 
dollars. This huge figure takes into considera- 
tion all phases of institutional operation exclud- 
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ing food purchases, a phase which in itself runs 
into a tremendous figure. 


"Therefore, whether one's client produces 
building materials, kitchen equipment, food 
products, maintenance supplies or any one of 
the thousands of items required in the opera- 
tion of hotels, restaurants, hospitals, industrial 
cafeterias, schools and other types of institu- 
tional establishments, it is unquestionably the 
function of the advertising agency to make a 
market of such magnitude an integral part of 
their planning." 


In the preceding statement Ralf Kircher, Pres- 
ident of Kircher, Helton & Collett, advertising 
agency of Dayton, Ohio, sizes up the institu- 


tional market. Having clients directly serving 


eg TOES eee 


6 Cents » Cory Os 


“<a market 


Each month INSTITUTIONS Magazine reaches the following big consumers 
ec which make up the Institutional Market: 


@ HOTELS @ INDUSTRIAL CAFETERIAS 
pte @ HOSPITALS @ COLLEGES 
Sears Cetey @ SCHOOLS @ RAILWAY SYSTEMS 
rawr taste @ RESTAURANTS @ STEAMSHIP LINES 


@ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 
@ YMCA's and YWCA's 


. for the duration of the war—in addition to its regular circulation, 


and. 
INSTITUTIONS Magazine is being sent to buyers and specifiers of mass-feed- 
ing and mass-housing as for those directly engaged in the war a 


already 


in motion... 


this market Mr. Kircher's comments are espe- 
cially significant to every manufacturer inter- 
ested in the institutional field as well as to their 
advertising agencies. 


Only one publication reaches all related 
divisions of this big market of big consumers 
and that publication is INSTITUTIONS Mag- 
azine. Only through INSTITUTIONS Magazine 
can you reach all types of institutions interested 
in your products or the products of your clients. 
Only through INSTITUTIONS Magazine can you 
be assured a full share of the ten billion dollars 
being expended by these institutions. For com- 
plete details write to INSTITUTIONS Magazine, 
1900 Prairie Ave., Chicago 16, Illinois, or 


Consult Your Advertising A gency 


Your BIG Market of BIG Consumers 


@ OTHER INSTITUTIONS 


riuions WAL 


DVERTISING 
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Westinghouse Plan 
for Stratovision 
fo Start in Fall 


New York, Aug. 9.—A new sys-| 
tem of television and FM broad- 
casting from _ stratosphere air- 
planes cruising six miles in the 
air was announced today by Wes- 
tinghouse Electric Corporation, 
which developed the system with 
the Glenn L. Martin Company, 
aircraft designer and builder. 

Application has been filed with 
the FCC for permission to make 
flight tests of the system, with 
initial tests expected this fall. 
Called Stratovision, the system 
would make coast-to-coast tele- 
vision and FM broadcasting “pos- 
sible at a reasonable cost,” said 
Walter Evans, Westinghouse vice- 
president in charge of radio ac- 
tivities, “and would permit these 
services to be broadcast to even 


the most isolated farm homes 
many years ahead of any pre-| 
viously suggested system.” 


Less Power Needed 


To this 
Evans 
the height of a television or 
jantenna is increased the amount 
|of power required to deliver a 
|usable signal to a receiver is 
sharply reduced. 

“To provide a_ usable signal 
throughout a 422-mile-wide re- 
ceiving area covered by a plane- 
borne transmitter 30,000 feet in 
the sky,” he said, “would require 
only 1/50th as much power as is 
needed by a 50 kw. transmitter 
on the ground covering an area 
only 100 miles in diameter.” 


support claim, 


Uses Special Planes 


Stratovision would use a low- 
powered ground transmitter to 
send television and FM _ broad- 
casts to a specially-designed high- 
altitude plane (present plans call 
for monoplanes almost as large 
as the B-29, but weighing only 


one-third as much), the plane to 


be equipped with 
transmitters for re-broadcasting 
these programs back to earth. 

Eight such planes would 


cago, Kansas City, Curtis, 
Leadville, Col., Salt Lake City and 
Los Angeles, linking talent cen- 
ters in New York and Hollywood. 
Comparable ground service would 
require about 100 relay towers 
and hundreds of transmitters, Mr. 
Evans pointed out, or a coaxial 
cable coast-to-coast costing an 
estimated $100,000. 


System ‘Workable’ 


By adding six more planes over 
Durham, N. C., Atlanta, Memphis, 
Dallas, Sacramento and Portland, 
Ore., Stratovision could cover 51% 
of the nation’s area and 73% of 
the population. 

Mr. Evans added that “early 
experiments show that the sys- 
tem is completely workable in 
any of the several television and 
FM frequency allecations which 
were recently announced by the 
FCC. Operation improves, how- 
ever, in the high frequencies and 
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receivers and| 


fly | 
‘over New York, Pittsburgh, Chi- | 
Mr. | 
revealed the fact that as| 
FM | 


this means that the system will 
/ hasten the day of practical color 
| television.” 

Originator of the system is C. 
|E. Nobles, 27-year-old Westing- 
/house engineer and radar expert. 
He explained that the operating 
‘cost for one Stratovision station 
is estimated to be about $1,000 
per hour as compared to equiva- 
lent ground coverage at about 
$13,000 per hour, the comparison 
including broadcasting costs only. 


Urges ‘Build-Up’ 
of All Newspapers 

In a talk before members of the 
San Francisco chapter of the 
American Association of News- 
paper Representatives July 26, 
Herbert W. Moloney, president of 
| the association and head of Paul 
Block & Associates, New York, 
urged his listeners to “advance 
the interests of all newspapers” 
when making their sales to in- 
dividual papers. 

He said such a policy, “if col- 
lectively and _ consistently fol- 
lowed, will result in a tremendous 
positive force in securing recog- 
nition for newspapers as com- 
pared to competitive media.” 


North Central Appoints 

Arthur Simon, formerly man- 
ager of Station WPEN, Philadel- 
phia, has been appointed national 
sales manager of the North Cen- 
tral Broadcasting System, with 
offices in the Empire State build- 
ing, New York. Bill Ware, for- 
merly account executive in the 
system’s Chicago office, has been 
appointed western division sales 
manager. 


Hupp Names Agency 


Hupp Motor Car Corporation, 
Detroit and Cleveland, has ap- 
pointed the Griswold-Eshleman 
Company, Cleveland, to handle its 
advertising. 


Advertising Age, August 13, 1945 


Weir Leaves K&E, 
Plans Own Agency 


New York, Aug. 9.—Walter J. 
Weir, vice-president and a dir 
tor of Kenyon & Eckhardt, has 
signed from the 
agency, effec- 
tive Sept. 1, and 
plans to open 
his own adver- 
tising agency 


shortly there- 
after. 
Mr. Weir 


told ADVERTIS- 
ING AGE that he 
has not “signed 
up” his ac- 
counts as yet, 
and that no 
further announcement of the new 
agency will be forthcoming until 
he has found office space and 
completed his plans. 

Joining K&E in 1942, Mr. Weir 
has been with several major 
agencies in the past 10 years. He 
began his advertising career with 
N. W. Ayer & Son, later joining 
Snerman K. Ellis & Co., J. M. 
Mathes, Inc., and Lord & Thomas, 
where he was a_ vice-president 
and copy chief until his resigna- 
tion in August, 1942. 

Mr. Weir’s successor at Ken- 
yon & Eckhardt has already been 
appointed, but will not be an- 
nounced until Sept. 1, date of 
Mr. Weir’s resignation. 


Walter Weir 


Gets Appliance Account 

Pressed Steel Car Company, 
Chicago, peacetime maker of 
freight cars, has appointed Weiss 
& Geller to direct advertising for 
a full line of major electric ap- 
pliances which it will manufac- 
ture postwar. 


Steady Demand for 


Card clothing is a major part of preparatory 
processing of textile fibres with Howard Bros. Mfg. 
Co. a number one Worcester industry, the major 
provider. All of the accumulated \demands for 
Howard Bros. Tuffer Card Clothing point directly 
to Worcester’s postwar stability. Harry C. Coley, 
President, explains, “There is every indication that 
current and immediate postwar needs of textile 
mills will bring our card clothing procluction to 
higher than prewar levels and keep it there for 
some time. We anticipate no loss of pas or man 
power before we reach such a schedule.” 


\ 


Worcester industry again speaks for itself on 
the stability of the Worcester Market — ai market 
available to you with blanket coverage ( by the 


Telegram-Gazette. 


Circulation — over 


30,000 


Daily and 85,000 Sunday. City Zone Population 
235,125. City and Retail Trade Zones sar, 


Y 


LT et a 


sabe: ae R, MASSACH ee 
GEORGE F BOoTH Pustisnes- . 
27K and ASSOCIATES, NATIONAL REPRES 


OWNERS of RADIO STATION a 


4 
| | 
| 
’ 
ee 
rs LINE, ILL. 
MIS LAND Odi PAVEN Pop 
RO Chars ; , rT A 
4 : 2 aise yh - ee 
fe = r } 
@ pure ( CE TTT res 
The 
<psatiiia lis 3 nr ! oe sol ia SMES ei als be | 
i ebek aah at ef oe ge O00 = ee a= | 
on gnadiallld : Se 
jig 5 ? Be f th T . o,5 9S Hi 
y §©6©52% of the Tri-Cities’ “™ 
i —_ a. ge a | Ewan, 
ee > cate ne 5 lier : SE sau fi a we =i \ 
' i . a i i% ATHINE 
ae §~=—Ss Food Sales Originate in the 7 Hien 
— iii “1; 
ae. — | ag Pe Stability 
a | *k & a aunet.= 
| “a | is worce 
ae ” one = a n ign of 
i. | a Other sig 
a f : Fi 7 . ae Y d . Skee 
i ee | 
«s DOSS 1 Eateries Sn Ney a ies Aa 
Se ees 
Mi ee MS | 
vey . one i daa Bae aie ee a. ; — site Rr oy | ’ 
oelttor THER i i 5s OR Eee eee smi ie oh Oe Dba | 
| 
x. . Ae | 
AK | 
— YOR 
| I 
KYA | 
ee WF | 
, ~ ws | 3 
RGUS / 
ie oe BASIC <(;e 
ee muTUAL |\QV/ | 
4, 
- NETWORK | 1 O | 
. - : = /\ | , a) 
: ‘J J me # reas 5° 
_ ¥ = oe : at 3 : <r a & , oe , 
“4 wy 7 ; : 5 : , rh 4 . | | ; A 


Weir 


he new 
g until 
ce. «and 


r. Weir 
Major 
irs. He 
or with 
joining 
a. M. 
‘homas, 
esident 
esigna- 


| Ken- 
y been 
be an- 
late of 


punt 

mpany, 
er of 
| Weiss 
ing for 
ric ap- 
anufac- 


AN IN WONDER LAND 


WHAT INTERESTS 
\ THEM, / WONDER? 


“| CAN’T HELP WRITING” 


Dear Editor: After reading “I’m 

That Country Parson’s Wife’”’ in the 

March True Confessions, I can’t help 

writing my first letter to an editor. If more people 
could read of the wonderful Reverend and Mrs. 
A. Ritchie Low and their community, and 

think about it, and pattern their lives after 

these devout, Christian people, the Negro’s lot 
would be greatly improved. I’m'a Negro myself. 
Mrs. Alex W., Jr., Wellsville, Ohio 


(TS UP TOUS, 


THERE’S THAT SMILE AGAIN pros: 


Dear Editor: My husband was killed in France 
on September 25th, 1944, and for a while I could 
hardly keep going. We had had only a year and a half 
together before his induction. After reading several 
stories in your magazine, you don’t know how 


much better I’ve felt. Other wives have gone 
through the same heartaches and kept their 

chins up. Thank you for helping me to know 
that now J can proudly do the same. 


Mrs, Lorraine M. 
East Vanport, Oregon 


cepaten ) WHAT'S THE ANSWER 
FOR G. 1. JOE? 


LA 
7 Dear Editor: I have been looking over the 


issue of True Confessions which has the article, 
‘“‘There’ll Be Jobs for All,’? by Ernestine Breich. 
My buddies overseas really would like to be- 
lieve nothing but the best about the G. I. Bill of 
Rights, but is what you say true? It is true 
about getting your old job back, but what pay does 
one get? When the boys do come back, they 
won’t want things the way I found them when I 
started working following my discharge. 
Edward N. 


CAN / CALL 


UYSELF TOLERANT ? 
‘7 THE ROAD TO PEACE 


Dear Editor: The enclosed letter must give you the same 
thrill it has given me. Eddie Cantor 


My dear Mr. Cantor: Just a few days ago I was very 
fortunate in getting an old copy of True Confessions 
containing an article you wrote. I am a Protestant, 

my friends and co-signers of this letter are Catholics and 
Jews—we are Americans. We believe as true believers 

in freedom of religion, as our forefathers who 

wrote the Constitution, the greatest man- 

made law. We trust our efforts shall not be in 

vain, and in the end, there shall again be the 

beginning of the eternal peace, as God so wills it. 


Pfc. Warren C. and 36 of his buddies 
Somewhere in India 


ninm:,_ |—o__/_——- == 


TO JOHNNY, WITH LOVE 


Dear Editor: Bouquets to you for 
your printing of ‘‘Poems for 
Remembrance” and “Great Love 
Poems for Your Scrapbook.” 

Not only have they been a source 


of constant inspiration and consolation 
to me, but they have also met the 
fervent approval of my ‘‘G.I. Johnny” 
in the South Pacific. 
Miss L. G. S., Pittsburgh, Pa. 


DO YOU EXPECT THEM TO BE? 


Dear Editor: I agree with Adolphe 
Menjou’s article, ““Do Wives Really 
Count?” in the March 


True Confessions. Of WHAT WOULD 
course, € woman can MY WIFE SAY 7? 


be a great help to her 
husband, but he must 
first have within 
himself the ability and 
desire to succeed. 
Women are not 
magicians. 


Mrs. Wilma H. \ 
Tulsa, Oklahoma \ 


True Confessions readers write more personal letters to the Editor 
than most magazine readers do. These eager letters that flood in every 
month from intelligent, average ‘‘people like us” prove that they find 
things in their ‘‘Magazine for a Better Life” which could happen to them, 
or have happened. The Editor is a close friend of theirs, because True 


Confessions is close to the lives they live. 


Bought at news- 
stands by 2,000,000 
women a month for 


FAWCETT PUBLICATIONS, INC., 295 Madison Ave., New York 17, N. Y., World’s Large t Publishers of Monthly Magazines 
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NAB Board Okays 
Revised Code of 
Station Practices 


Washington, Aug. 9.—A revised 
NAB code of “standard practices” 
omitting controversial recommen- 
dations on the sale of time for 
the discussion of public issues, 
received final approval of the 
NAB board at a meeting here this 
week. 

The old code, particularly pro- 
visions advising against sale of 
time to labor unions and coopera- 
tives, had been under fire at the 
FCC, as counter to government’s 
belief that operation of a station 
in the public interest requires 
that facilities be available to all 


worthy applicants. 

In its new code, NAB skirts the 
charge that it is infringing on the 
freedom of station management, 
with a preface pointing out that 
the standards “are to assist the 
licensee in operating in the pub- 
lic interést,” but that determina- 
tion of what shall be broadcast 
rests entirely with the station, 
and this responsibility cannot be 
delegated.” 


Willard Appointed 


Other board actions included 
appointment of A. D. Willard Jr., 
manager of WBT, Charlotte, 


The revised code, the product 
of a committee headed by 
B. Wailes, manager of Westing- 
| house Radio Stations, was adopted 
|in substantially the same form in 
|which it was submitted last Feb- 
|ruary, including a recommenda- 
'tion for shorter daytime commer- 
cials, and clarifications of NAB’s 
position on news and public ques- 
'tion broadcasts. 
| The new code prescribes day- 
| time commercials of equal length 
| with present nighttime sales mes- 
| sages, and recommends “brief 
|handling of a commercial copy, 


as|with special consideration being 


executive vice-president to as- | given to the effect on the listener 


sist NAB’s incoming president, | 
Justin Miller, and extension of | 
an invitation to FM broadcasters | 
to discuss their absorption into | 
the association. 


of the manner of presentation.” 
Keeps ‘Good Taste’ Rules 


The code 


three-point ‘standards 


Lee | 


retains the existing | 


taste,’ advising broadcasters to 
shun misleading statements on 
price and value, continuity which 
describes functions and systemic 
results of disturbances, cures and 
products claiming to be cures, 
false statements and similar ma- 
terial. 

“Acceptance of programs and 
announcements should be limited 
to products and services offered 


by individuals and firms engaged | 


in legitimate 
products, 


commerce 
services, 


whose 


comply with pertinent legal re- 
quirements, fair trade practices 
and accepted standards of good 
faith,” NAB says. 

The code says’ broadcasters 
should allot time for presentation 


of public questions “with due re-| 
of good | gard to the value and interest of 


In Philadelphia — nearly everybody 


reads 


The Bulletin 


This is putting it a little strong, perhaps—but you probably don’t realize just 


how strong the urge is—among nearly 4 out of every 5 Philadelphians—to read 
ww] tw] o d d 


The Bulletin every day, come what may. In fact, that explains why Bulletin 


circulation is over 600,000 —the largest evening circulation in America. 


advertising, | 
testimonials and other statements | 


| the subject to the public.” |}; 
| continues that “broadcasts de- 
signed for the presentation 5 
political, economic, social 6) 
philosophic questions or the cen- 
didacy of any person for publi 
office or a measure to be voted 
upon should be presented }, 
straightforward statement appe.|- 
ing to intelligence and reason. 

‘“‘News should be presented w ith 
fairness and accuracy” and 
“should not be selected for the 
purpose of furthering or hinder. 
ing either side of any public man- 
agement, the editor, or others 
engaged in its preparation or the 
person actually delivering it on 
the air, or, in the case of spon- 
sored news broadcasts, the adver- 
tiser.”’ 


New Ohio Net 
‘Starts Sept. 1 


Cleveland, O., Aug. 7. — The 
latest radio web to be formed, the 
Ohio Network, including approxi- 
mately 20 stations, will begin op- 
erations Sept. 1, according to 
W. K. Carpenter, executive vice- 
president of the United Broad- 
casting Company. Key station of 
the new group is WHK, Cleve- 
land, 5,000-watter. 

Set up to offer an _ all-Ohio 
market for sponsors and to pre- 


sent events of regional impor- 
tance to Ohioans, it is the first 
group in the. state’s history 


formed to operate on a day-in 
and day-out basis. 

Jackson B. Maurer, sales man- 
ager of WHK for the past year 
and its top salesman for nine pre- 
ceding years, will be general man- 
ager of the new web. Althoug! 
an independent operation, the 
chain is part of the United Broad- 
casting Company. 


Canadian Ads Gain 


Advertising volume in Canadian 
daily newspapers increased 11.8% 
in June over the figure for June, 


Daily Newspapers’ Association 
1945, advertising linage was con- 
sistently running about 15% 
ahead of 1939 levels, it reported 
Classified advertising was 11.6‘ 
ahead in June, national linage 
was up 10.6%, and local linage 
up 13.3% over the corresponding 
month last year. 


Ad Space Cut 


Both of Chicago’s morning 
newspapers, the Sun and Tribune 
took steps last week to reduce 
further their advertising space 
The Sun is asking advertisers to 
reduce their space, and _ the 
Tribune, during August and Sep- 
tember, will carry no _ classified 
help wanted ads in Thursday, 
Friday and Saturday issues, ex- 
cepting those of critical wal 
plants. 


Freed Names Schacter 


Edwin Freed, New York de- 
signer of jewelry displays and [ix- 
tures, has named Schacter, Fain 
& Lent, New York, to handle «d- 

vertising. 


Architects want more produc: 
data... hence new editorial se 
tion “MATERIALS & METHODS 
starts July. 


Moral For You: teii whe: 


| 
new about your products in 


PENCIL POINTS 
PROGRESSIVE ARCHITECTU: 


| Send for new book “10 FACTS” 
330 West 42nd Street, N.Y. 18 


1944, according to the Canadian | 


During the first six months of 
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Never Underestimate the Power of a Woman! 
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+ Nor the power of the magazine ~ 
| which has the largest : 
. audited circulation of ANY magazine, 

- given it exclusively by women 


Wit LADIES HOME TOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Thor Sets Budget 
of $1,500,000 
for ‘Automagic’ 


Chicago, Aug. 8—Electric 
Household Utilities Corporation 
revealed today that its newly 
named Thor Automagic—combi- 
nation washing machine, dish 
washer, mixing machine and 
vegetable parer—will be backed 
by an advertising campaign to 
exceed $1,500,000. The unit’s re- 
tail price will be less than $200, 
Edward N. Hurley, chairman of 
the board, declared, and it will 
be on the market early in 1946. 

The new household device was 
described in ADVERTISING AGE 
June 18. Both the manufacturer 
and its advertising agency, Earle 
Ludgin & Co., Chicago, at that 
time called the idea “prepos- 
terous” and “fantastic.” It was 


being kept a secret “because a 
premature announcement would 
not fully explain the product, 
possibly prejudicing prospective 
purchasers against it.” 


Unit Fully Described 


The June 18 story described the 
Automagic this way: “The new 
unit is a 36” high cabinet housing 
an agitator for powering the 
separate, lightweight receptacles 
for dish washing and _ clothes 
washing. The receptacles lift out 
easily. The mixing machine 
powered by the agitator will be 
able to churn butter, make ice 
cream, etc. The fourth item, the 
vegetable parer, potato  peeler, 
etc., an attachment with probably 
many other uses, is also powered 
by the agitator.” 

Mr. Hurley now reveals that 
“The Thor Automagic washer is 
a compact, agitator-spinner type, 
24” square, 36” high, weighing 
less than 200 pounds. The clothes 
washer has a cast aluminum agi- 
tator and enameled steel spinner 
bowl, operated on separate ver- 
tical drive shafts, one within the 


other. Agitator and spinner bowl 
are quickly mounted on their re- 
spective drive shafts, can be re- 
moved and replaced with sepa- 
rate dishwasher bowl and attach- 
ments as quickly and easily as 
attachments are changed on 
kitchen food mixer. 


Uses Stainless Steel 


“Dishwasher parts are of stain- 
less steel and aluminum,” he adds. 
“They include a spinner bowl, 
a set of hollow steel fingers or 
tubes mounted on the agitator 
drive shaft, over which are placed 
wire baskets for silverware, 
dishes and cups (complete service 
for six persons). In operation, a 
detergent is added to the wash 
water, which in turn collects as 
a ‘water wall’ on sides of the 
spinner bowl, where it is picked 
off by the steel fingers and thrown 
upward against the dishes at a 
speed of 36 m.p.h. 

“The steel fingers of the unit 
quickly reduce to pulp any solid 
matter that may have been left 
on the dishes so that it is easily 
drained away. All drain water is 


pumped out of the base of the 
machine, either uphill into a sink, 
or into permanent plumbing 
drains.” 

He pointed out that the ma- 
chine has the ability to spin 
clothes ‘“‘better-than-wringer” dry 
at 600 r.p.m. with a minimum of 
vibration, and that its appeal to 
the user will be on the basis of 
the utilization of the product 
seven days a week in contrast to 
“the average 100-hour a year use 
for clothes-washers only.” In ad- 
dition, he said, it brings the dish- 
washing machine into the mass 
production class for the first time. 


Four-Color Ads Planned 


With the disclosure advertise- 
ment set for Sept. 1, the campaign 
prepared by the Ludgin agency 
includes four-color ads in The 
American Weekly and four-color 
ads in supplements of approxi- 
mately 72 U. S. newspapers. Thor, 
one of the heaviest advertisers in 
its field, is now using two and 
four-color ads in American Home, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 


———- 


The desert date was a PRUNE! 


In Timbuktu, Ali Ben Hotsy was tabooed 
by a quaint tribal custom from lifting his 
bride’s chin veil for three years. On Zipper 
Day, the wolf in sheik’s clothes sometimes 
was shocked to find the missus had missed 
the Conover catalog, his dream doll was no 
dove of delight, the pin-up cutie turned out 
to be old crow. 

Sudanese splices were pretty much a 
gamble—and so was colorgravure, without 
advance checking proofs. 


Now with Intaglio progressives, the 
advertiser can chuck out chance, needs no 
crossed-fingers, charms or amulets . . . can 
operate open-eyed, with opportunity to 
check, revise, and correct proofs before 
publication. And on Z Day when the copy 


INTAGLIO SERVICE 


appears in print, the surprises are pleasant! 

Intaglio has a staff of 175 craftsmen 
skilled in all phases of gravure service— 
photography, negative and positive making, 
retouching, staging, etching, the furnishing 
of proofs and identical positives . . . can 
handle copy in elements as well as complete 
units . . . saves time, temper, and expense 
for advertisers and rotogravure publishers. 


Witn the most modern plant facilities 
in both New York and Chicago, a trained, 
efficient organization, Intaglio prescribes, 
and follows through all steps from the first 
negative to the press. If you have a problem 
in color, monotone; or gravure for labels, 
packaging or catalogs— phone or write 
Intaglio, now! 


Corp. ® Rotogravure Servicers 


NEW YORK: 305 East 46th Street * CHICAGO: 731 Plymouth Court 
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nal, McCall’s, Successful Farm;, 
Woman’s Day and Woman’s Hp, 
Companion. Teaser ads have hg, 
run since April picturing the »,, 
side of the Automagic moechj, 
without detailing feature: .,, 
using the headline, “You wo, 
believe your eyes.” 4 

The agency says that the 
propriation for 1946 will incl; 
a larger list of magazine; , 
newspapers and also a radio cay 
paign. 


AMA Names Members 


of Personnel Commitiece 


The American Marketing 4, 
sociation has named the membe, 
of its newly-formed national coy 
mittee on personnel and _ placed 
ment, with George H. Allen, may 
ager and secretary of the Coop 
erative Analysis of Broadcasti 
as chairman. 

The members include: Was: 
ington, D. C., Paul H. Bolt 
Bolton Advertising Agency: (jy 
cinnati, A. H. Boylan, the Drac 
ett Company; Seattle, William } 
Horsley, Pacific National Adve, 
tising Agency; Chicago, C, 
Hesuenkveld, Armour & Co:: &; 
Francisco, R. A. Balzari, R. | 
Balzari & Associates; Robert Ba 
ter, McKinsey & Co., and Jot 
Doxey, California Packing (Cy 
poration; New Jersey, Elsa Zum 
National Oil Products; Milway 
kee, Wilford York, Hoffman 
York, and in Rochester, A. Hoy 
ard Smith, Bausch & Lomb 0; 
tical Company. 

Others named are: New (; 
leans, Leonard Gessner, Fi 
gerald Advertising Agency; | 
Angeles, George Weaver, F\ 
Cone & Belding; Philadelphi 
Dawson Spurrier, McLain 
ganization, William F. Beuhl, \| 
Graw Hill Publishing Compa 
and C. E. Stitler Jr., Reuben § 
Donnelley; New York, Stephe: 
Hall, Caldwell - Clements, | 
Baltimore, J. Howard Blak 
Glenn L. Martin Company; § 
Louis, F. C. Weber, D’Arcy Aj 
vertising Company, and in Pit 
burgh, C. E. Livingstone, Ke 
chum, MacLeod & Grove, Inc. : 


Babcock Heads Crosley| 


Irving B. Babcock, president 
Aviation Corporation, has be 
elected president of Crosley C 
poration, Cincinnati, in w! 
Avco last week acquired a 
trolling interest. Raymond 
Cosgrove, vice-president and g 
eral manager of the manufact 
ing division, and James |} 
Shouse, vice-president in char 
of the broadcasting division, 
continue in their respective po 
tions and also as directors. 


GET THE 
CLIPPINGS 


News Items—-Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on S/ip 
Showing Name—Date 
—Circulation of Pub: 
lication 


165 Church Street, N.Y. 
BArclay 7-5371 
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rs. 


Symbol of the scythe maker was the reaper’s hook, a 


curved blade haft to a wooden hold. With craft and diligence, “the 


the hodden-clad colonial farmer could harvest the corn moiled wearily 
from the fish-head mound. reap the wheat hard-wrest” from the rocks. 


E the wild rabbits, the rust, and the rain... 


5S AncientLy the scythe symbolized the fluxion of Time, the intractable 


‘mportunity of moment and minute... and might well be taken as the 
ublicity 
r Ads— 


le read the editor forges the day’s facts and features into a potent instrument, 


modern newspaper s mark. For working against the ceaseless flow. 


ers and which reaps the world’s experience, cuts the significant from the 


ach Clip ie ' . 
Slip trivial, mows down rumor, garners the grains from which wisdom grows, 


— D ate yields a rich harvest for the mind. 


of Pub- 


Ix Philadelphia, The Inquirer is a short cut to the sconce of more than 


900,000 families with worldly competence, mows a wide swath in the 


most productive market—and harvests high yields for knowing 


advertisers ... For profusion of proof, see the linage records! 


Che Philad elphia Anguirer Wednesday Jone 2, 1708 
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Ivey & Ellington 
Obtains NY Office 
of Logan & Arnold 


New York, Aug. 8.—The Man- 
hattan office of Logan & Arnold, 
Los Angeles advertising agency, 
has been taken over, together with 
accounts handled locally, by Ivey 
& Ellington, Inc., effective Aug. 
1. Miss Van Davis, formerly in 
charge of the New York office, 
has joined the larger agency as 
director of a new fashion depart- 
ment. 

Largest account which will 
move to Ivey & Ellington, effective 
Nov. 1, is consumer advertising of 
the fabric division of the Celanese 
Corporation of America. Ivey & 


Ellington now handles Celanese’s | 


plastics and chemical divisions, | JWT, Kratt Deny 
and institutional publication “| Crosby Rift Say 


vertising. Other accounts handled | 
by Logan & Arnold here were | - “ 

Cobblers, Inc., hand made slip- | Bing to Sing On 
pers, and Casuals, Inc., men’s | 


Chicago, Aug. 7.—While rumors 
sports shoes. 


regarding the possible retirement 
a from radio of Bing Crosby are 
Change Agency Name 
Following the election recently | OVeT Hiroshima, his sponsor, the 
of Arvin J. Welch as vice-presi- | Kraft Cheese Company, and its 
dent of Wilson & Haight, Inc.,' agency, J. Walter Thomps2» Com- 
Hartford, Conn., and New York) pany, assert he will be back on 
ve IE gas I ag orn = the | the air—most likely under their 
agency’s name to Wilson, Haight | banner—when he does retutn. 
& Welch, Inc. At the same meet-| Most of the rumors appear to 
ing Jesse J. Haight was elected| stem from Bing’s efforts to break 
executive vice-president and off some movie commitments so 


treasurer, and Jarvis Woolverton h 
, : |he can accept a Nav n- 
Mason, research director and ac- f ws y offer to e 


count executive since 1942, 


vice-president. this can be arranged, “The 


' flying as thick as were atoms) 


a|tertain in the Pacific war area., 
; guest 


,Groaner” may not be back when 
the “Kraft Music Hall” returns 
to NBC in the fall. 

In fact, since the Pacific tour 
is not yet set up definitely, its 
itinerary likewise is undeter- 
mined, and the date of his re- 
turn is necessarily unpredictable. 
| Nevertheless, his sponsors feel 
|that Bing will stay with them de- 
;spite rumored offers of sums 
higher than the $14-16,000 weekly 
Kraft is now paying for the show. 
General Foods is said to be one 
of the sponsors interested in ob- 
taining Crosby, whose _ singing 
voice, according to NBC, has been 
heard by more people than has 
that of any other singer in world 
history. 

Crosby has been a top-ranking 
network entertainer since his first 
appearance with Paul 


IN WASHINGTON 


the soundest of reasons: 
First, more people in 


THE STAR than any 


the morning, evening 


remarkable confidence in 


NEW YORK 17: Don A. Carroll, 110 E. 42nd St., Ashland 4-8690 CHICAGO 11: J. E. 


When vou wish to sell merchandise 
(or ideas or service) in the Washington 
market, there is one sure way of doing it: 


Advertise it in THE STAR! 


This has been proven day after day 
for nearly a hundred years. And it is by 
no means a phenomenon. 


THE STAR’S unfailing ability to sell 


all kinds of products is due to 


Washington read 
other newspaper... 
or Sunday field. 


Second, more people who buy are influenced by 
THE STAR because its long-time policy of 


honest publishing has cre 


both editorial and advertising. 


WHEN IT’S ADVERTISED 


IN THE STAR 


in 


ated a 
all its columns — 


lurz, Tribune Tower, Superior 4680 


Aavertising Age, Augus rt 


Whiteman in 1933. In Decernpbe, 
1935, he appeared with White. 
man on the Kraft program ap, 
on Jan, 2, 1936, took ove t, 
Kraft show as its featured pe, 
former, Except for vacation: ap, 
tours to entertain the mi) tay 
Crosby has been - heard 
for Kraft ever since. 

In denying all rumors of ! ing, 
retirement or ch2nging of 
sors, the agency and Krafi ap. 
nounced that they will mace , 
definite statement for the publi. 
concerning Bing’s plans ang 
theirs on Sept. 1. 


Week| 


DOn. 


Lt. Col. Graham Returns 
to Ruthrauff & Ryan 


Lt. Col. Percy W. Graham of 
the Army air forces, on leave 
from Ruthrauff & Ryan, Chicago 
has been placed 
on inactive duty 
and will return 
to the agency 
as account ex- 
ecutive. He has 
been stationed 
at the Army 
air forces GFE 
depot in Chi- 
cago for the 
pases 631i =x 
months. 

On active 
duty since Lt. Col. Graham 
April, 1942, Lt. Col. Graham wa; 
in command of the Casablanca air 
base and a general depot for the 
air forces in North Africa for twe 
years. 


Stevenson to Radco 


Edward Ford Stevenson, re- 
cently retired from active duty 
with the Army, has been ap- 
pointed general manager of Rade 
Inc., New York producer of mo- 
tion pictures and the Rade 
three-dimension process. 


RADIO STATION WOW, 
JOHN J. GILLIN, JR., PRESIDE 


JOHN BLAIR & CO., REPRESENTA 
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like a D-edged sword . 


Wor 
BAU 


zine from cover—to-—cover and 


Each week I have rvzd this 


it has helped me to keep a 
e of jumps ahead of many of 
roblems that present them- 
S so frequently during these 
. Because my work deals 
budgets, I have found the 
ostications made in the 
to be extremely helpful." 


Probst 


The United States News, because of its 


unique theme, cuts like a two-edged 


sword through the higher strata of the 


top management market and through the 


higher strata of the top consumer market. 


H & LOMB OPTICAL COMPANY 


The men responsible for authorizing important corporate purchases 
are also the heads of America’s leading families. Like a two-edged 
sword The United States News cuts horizontally through the tops of 


the country’s two most profitable markets. 


(200,000 GUARANTEE) 


The Direct Route to 


those who O. K. both 


corporate and family buying 
* 


Daniel W. Ashley 


Vice President in Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y 


Dig Read by 


L000 000 men & women Consumers 
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Atomic Energy Is Here 


The astounding announcement 
made by President Truman and 
the War Department that bombs 
utilizing atomic energy are now 
being used to complete the devas- 
tation of Japan is one of the most 
breath-taking developments of 
the war. It may be safely as- 
sumed that it will hasten the end 
of this war, and it is to be hoped 
that its tremendous power will 
prove a deterrent to the waging 
of future wars. If so, then the 
cataclysmic loss of life and gen- 
eral destruction which have 
marked the second world war 
will have been justified in some 
small degree. 

War speeds up all of the proc- 
esses of research and develop- 
ment, which ordinarily move for- 
ward slowly and require years 
and decades for fruition. We are 
coming out of the war with new 
knowledge in all fields, but it will 
be agreed that the advent of 
atomic energy as a_ practical 
source of power is the most revo- 
lutionary concept that. has 
emerged, dwarfing in universal 
significance even such amazing 
ideas as that of jet propulsion. 

Vast research will of course 
have to be done before practical 
use of atomic energy will be 


feasible for peacetime activities. | 


But its long-range implications 
are so great that no industry and 
no business will remain unaf- 
fected by developments’ which 
may flow from this world-shaking 


Radio Production Costs 


discovery. A new mile-post in 
scientific achievement and_ in 
Lee H. Bristol, who has con- 


tributed as much 


to the progress | of enthusiasm astonishing to no 
|one except the star and her agent. 


gram 


of advertising as any man alive, 
was quoted in a recent issue of 
ADVERTISING AGE as saying that 
the rising cost of radio talent 
demands the development of fresh 
material and new names. Cer- 
tainly the availability of the me- 
dium is limited for many adver- 
tisers because of the heavy costs| 
of program production. 

We heard recently of a popular 
movie star who has never been 
on the air, except for infrequent 
guest appearances, and who has 
decided to offer her talent for 
commercial sponsorship. She has 
suggested through her agent a 


package show 


of $18.000 a 


carrying a_ price 
tag week. The pro- 


man’s knowledge of the universe 
has been set up. 

Advertising and marketing will 
be profoundly influenced by the 
gradual extension of a new sci- 
entific principle to industry and 
to many other facets of our civili- 
zation. In all modesty we can 
say that this field has as its func- 
tion making scientific knowledge 
in its application to every-day life 
the possession of the common 
man, and in speeding the accep- 
tance of the new ideas which are 
the outgrowth of basic scientific 
and technical progress. The dif- 
ference between ai scientist’s 
theory of matter and its practical 
application is so great that it may 
take many years for the new con- 
cept of atomic energy to affect 
the lives of the masses, but its 
influence on industry, business 
and the world at large will be 
profound. 


tising is to understand and inter-| 


improvements which science and 
industry make possible. From that 
standpoint the penetration of one 
of the great mysteries of the 
physical universe opens new hori- 
zons of magnificent possibilities. 


Let us fervently hope that they | i 
|The Old Oil 


will lead to a new day in which 
man will make the best possible 
use of the forces of nature for 
the common welfare, and that ad- 
vertising may play an important 


|}shown com- 
The great assignment of adver- | plete with 


pret to the world the changes and | like a good 


part in the proper direction of 
those forces for the benefit of all | 
mankind. 


—KMBC Heartbeats 


"Now arch the chest—like this—and | do mean you!" 


Political Subtlety 


We confess to some slight con- 
fusion in connection with the 
political ad reproduced here from 
the Akron 
Beacon Jour- 
nal. We can’t 
quite be sure 
whether May- 
or Slusser is 
calling John 
Head “the 
summer 
scourge,” or 
whether John 
Head is call- 
ing the mayor 
this uncompli- 
mentary 
name, and we 
are not even 
sure whether 
the mayor or 
John is the in- 
dividual 


POLITICAL | ADVERTISEME NT 


J04N HEAD 


The Summer — 


Mayor Slusser when are you going 
to start the dust-laying program 
upon 


our much-traveled streets? 


The summer is well along 
Let's have some action 
Jonn A Head, city 
and democrat 
mayor on the 
election 


councilman 
candidate for 
July 32 fmmary 


what looks 


collection of 
lipstick marks on his left cheek. 
All we can comprehend for cer- 
tain is that Mr. Head is now a 
city councilman and that he hoped 
to improve his political status 
“on” the July 31 primary election. 


Apparently the old oil is still 
working, and working well. Your 
Ad-libber is in receipt this week 
of his third engraved invitation to 
become a member of the National 
Aeronautic Association, complete 
with rsvp and all 


which need not necessarily go 


| with an effort to sell a $6 mem- 


posal has been met with a lack| 


Actually, with available 
taken into consideration, not even | 
the most optimistic estimate of | 
audience possibilities would come 
anywhere near justifying a pro-| 
expense of this character. 
And when radio advertisers seek- 
ing to enter the medium start dis- 
cussing the writing end of the 
job, they find that almost any 
name in this section of the 
expects a weekly fee of 

with perhaps an assistant 
at $500 week provided 
With booking agency and 
advertising commissions 
added, radio talent becomes very, 
expensive 


time 


big 

field 
$1,250, 
writer a 
for 
agency 


very 


| Turner, 
| Cochran, 


| bership. 


The invitation tells us that we 


|are cordially invited to become a/| 


member as a result of “having 
| been highly recommended,” and 
the Messrs. James H. Doolittle, 


Thomas Fortune Ryan III, Harry 
F. Guggenheim, Eddie Ricken- 
backer, Casey Jones and Roscoe 
plus Miss Jacqueline 
append their names 


were inviting us to a little shin- 
dig for the family at the Fame 
and Fortune Town Club. 
The pitch gets richer 
we reluctantly unhand 
graved invitation to take 


still 
the en- 
a 


as 


neath, which also bears our name 
in very personal style. From this 
slip we learn that we have been 
invited to sit with the elect only 
because “a prominent citizen of 
your state has named you as one 
greatly interested in the progress 


the elegance | 


to | 
the invitation just as though they | 


cau- | 
tious peak at the printed slip be- | 


of American aeronautics.” 

What really makes us reach for 
the check book, however, is the 
assurance that we will have no 
obligation “other than to extend 
your good will and leadership in 
our common purpose, and you will 


Nailing the Males 
American Magazine has been 
ing into the private lives of males, 
in an effort to find out for sure 
just exactly how much interest 


jects as cooking, washing dishes, | 
family purchasing, etc., and the | 


to an unsuspecting world ere 
long. Admen who are being ap- 
prised of the study seem to come 
in for a special gift—a good big 
man-size apron that looks good 
in front of the range, bar or kit- 
chen sink. 


Only 4,500,000 Left 

Mr. Haldeman-Julius, the Little 
Blue Book boy from Girard, Kan., 
is quitting for the duration, hav- 
ing decided “to stop bucking dif- 
ficult production problems, sup- 
plies of paper, manpower short- 
age, etc.” But he is not exactly 
out of stock at the moment, 


paper ads that he has 4,500,000 


on hand which are available until 
per book for 


and carriage.” 
If you want your 


packing, handling 


copy of No. 


have a delightful association with | 
the important figures in aviation.” | 


doing some plain and fancy pry- |} 


ad- | 
mitting in current full-page news- | 


copies of some 640 different titles | 


Aug. 24 “at only 5c each, plus Ic} 


894, “How to Write Advertising,” 
you had better act quickly. 
| Jottings 

The Incorporated Society of 
British Advertisers is getting 
ready to put a little heat on the| 


circulation-auditing situation § in 
group was informed that 
in the U. S. and Canada 96.8% of 
the newspapers reveal their cir- 
culation, the figure for Great Brit- 
ain only 8%. For magazines 
j}and business papers, it’s 83.7% 
for the U. S., and 1% for Britain... 

For one of the most amazing 
stories (true) of a couple of car- 
crazy lads and their almost count- 
less adventures with junks, jalop- 
ies and automobiles, we _ are 
indebted to a survey by Young 
America to determine the num- 
ber of automobiles bought by 
youth and their influence on car 
purchases. If you haven’t seen and 
read this remarkably interesting 
tale, don’t put it off any longer... 


is 


Advertising Age, August 13, 


The following documents n ay 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2536. It’s in the Cards. 


In this booklet Better Farms 
gives a report on the answers to 
a subscriber survey, showing how 
the publication’s readers stack up 
as farm, dairy and poultry op- 
erators. Their answers to the 
questionnaire also indicate their 
plans for the purchase of autos, 
tractors, balers, freezers and other 
equipment after the war. 


No. 2537. The Million Market. 
Ohio farm market facts are 
provided in this booklet, issued 


by The Ohio Farmer, which shows 
the state’s ranking, based on De- 
partment of Agriculture figures, 
in production of various crops 
dairy products and livestock and 
the number of tractors and elec- 
trified farms. 


| No. 2469. Vitamin Questionnair 


Hospital Management, in this 
booklet, reports on the answers t 
a questionnaire which was sent t 
520 hospitals of 200 beds or more 
and was distributed geographically 
to represent all sections of the 
country. The report shows that 
| 81.7% of the physicians practicing 
in these hospitals prescribe vita- 
min products, and it lists types 
most frequently used, and answer: 
questions on pharmacy stocks 
sources of supply, method of ad- 
ministration, etc. 


(from a working standpoint) mere | 
males have in such mundane sub- | No. 2494. 


Eight Answers to Eight 
Questions. 


In this brochure the Open Road 


results will probably be released | for Boys gives the answers to a list 


| of questions covering the publica- 
|tion’s background, circulation, sub- 
| scription methods, reader interest 
|etc. The material includes a list 
of products and_= services nov 
using Open Road, with their agen- 
|cies, and a report on a surve! 
/among subscribers showing wha! 
boys will buy first after the wa! 
No. 2472. What Will Happen 
the Movies the Day War |; 
Over? 

This booklet, issued by Amp! 
Corporation, contains a reprint 0! 
an article in Cosmopolitan, whic! 


|tells about the effectiveness ©! 
|training and entertainment pro- 
grams for the armed forces, an 


about postwar possibilities of 1f 
|mm. films is supplementing text- 
books in schools and colleges 


/No. 2463. People and Markets 0’ 


Tomorrow. 
Opinions and reports of indi‘ id- 
uals, companies, associations 4? 
government, forming a sympos:u" 
of postwar thinking and plann ng 
are contained in this  broc! 
issued by Hearst Newspapers. 


|'subjects include employment, re- 


England. At a recent meeting, the | 
while | 


tail distribution, sales plannm né 
public relations for incustry, 3" 
many others, with charts on \ 
ous aspects of the postwar ma’ Ke! 
picture. 


No. 2454. The Spokane Mark: ' 


This profusely - illustrated 1 
ket study, issued by the Sp 
man - Review and Spokane |! 
Chronicle, contains a wealth « 
formation about the Spokane ‘° 
—its wartime developments, 2 
cultural and livestock outlook 2° 
sources of income, with dat & 
population, housing, retail les 
and wholesale distribution. © °° 
sections of the book describe ‘° 
newspapers’ editorial setup, c! 
lation and advertising record 
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Whi we use Newsweek 


To promote 
Stivttovamdt Clr at Work: 


E. B. Freeman 
President and General Manager 
B. F. Sturtevant Company. 


hig ih 
val 
i ah 


LEADERSHIP—READERSHIP... 


"We know that lowered costs, faster production¢ 
and reduced maintenance will occupy the spot- 
light when intense competition for markets 
returns. And we also know that Sturtevant air 
conditioning and engineered systems will have 
an important part in the attainment of these 
benefits. It was demonstrated to us seven years 
ago that Newsweek attracts sizable numbers of 
the people who will direct industrial production 
after the war." 
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THE ONLY NEW-PRODUCT PUBLICATION 


Lb ELECTRICAL INDUSTRY 


Less than one cent per sub- 
scriber per year becomes a 
good ‘‘buy’’ when backed 
by 100% request circula- 
tion and proof of reader in- 
terest. Learn the facts by 
sending for our booklet, 
‘*An Outstanding and Un- 
usual Audit of Readership 
Study.’’ It’s free. 


100% Request Circulation 


LECTRICAL ,QUIPMENT 
Published by 


- SUTTON PUBLISHING CO., INC. 
60 EAST 42ND STREET, NEW YORK 17, N. Y. 


Exhaustive Study 
of Patent System 
Planned by Group 


Washington, Aug. 8.—The long 
discussed and debated U. S. pat- 
ent system was destined for a 
thorough study with the an- 
nouncement this week of an 
agenda for an exhaustive exami- 
nation of patent laws and pro- 
cedures to see whether new legis- 
lation is needed to protect against 
“monopoly” and “patent abuses.” 

Heading up the government 
committee that directs the patent 
study is William H. Davis, direc- 
tor of Economic Stabilization, but 
in normal times a leading patent 
lawyer. Also on the committee 
are Attorney General Tom Clark; 
Dr. Vannevar Bush, director of 
the Office of Scientific Research 
and Development, and Charles F. 
Kettering, chairman of the Na- 


j} tional Patent Planning Commis- 


sion. 

A program posing 28 specific 
topics for study has already been 
prepared by the committee’s staff, 
with topics assigned to various 
staff members for further exami- 
nation and recommendation. W. 
Houston Kenyon Jr., patent coun- 
sel for the Army Service Forces’ 
headquarters here, and previously 
partner in Kenyon & Kenyon, New 
York patent attorneys, directs the 
staff work. 

The patent study was prompted 
by direction of President Truman 
within a few weeks after he en- 
tered the White House last spring. 
The committee for the study was 
appointed by Commerce Secre- 
tary Henry Wallace, with instruc- 
tions to report July 1. 


Wants Lengthier Study 


Instead, the committee last 
weekend reported that its pre- 
liminary work had revealed only 
a need for more detailed con- 
sultation with members of in- 
dustry and other interested par- 
ties before recommendations on 


The scientist . . 


. the microscope... 


the test tube. There’s the symbol 


of never-ending scientific research. But at Kimberly-Clark, research 


is not complete without a practical proving-ground. 


A proving-ground 


tion machines. 


In this 


Here, in a comparatively small room, is a scale model experimental 


mill— performing every operation the same as our nine huge produc- 


*‘mill-within-a-mill”’ the countless discoveries of the 


Kimberly-Clark research men are subjected to the test of practicality. 


Thus, creative research is utilized to the fullest extent in its ceaseless 


effort to achieve perfection in the production of fine printing papers. 


* KIMBERLY 
“CLARK 


CORPORATION 


NEENAH, WISCONSIN 


PAPER PACKS A WAR PUNCH—DON'T WASTE 


———————————— SaaReRaERE ToNat eet ER 


PRINTING PAPERS 


ese OPEN 


A PRODUCT as \ 
Kimberly 


Clark 
RESEARCH 


~ ———— 
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steady market. 
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the patent system could be sg; 
mitted. To this end, 28 topics 
under four special headings \ 
suggested. 

Topic one on the agenda js: 
“What action should be taken to 
prevent the issue of patents { 
are not for the true invention.» 
Second is: “What action sho, 
be taken to make patent prot 
tion for true inventions m 
simple and_ effective?”; th 
“What action should be taken 
prevent the abuse of pat 
right?” and finally, “Re-exam 
nation of the scope of the patent 
system in the light of the const 
tutional objective to promote ‘he 
progress of science and the use. 
ful arts.” 


Should Write to Kenyon 


In announcing its agenda, Mr. 
Davis said the committee wanted 
interested persons, including man- 
ufacturers and patent lawyers, to 
express their views upon the sub- 
jects that the staff is examining, 
Communications should be ad- 
dressed to the Secretary of Com- 
merce, care of Mr. W. Houston 
Kenyon Jr., Washington 25. 

Probably no one has been more 
critical of the patent system than 
the present Secretary of Com- 
merce himself. 

Mr. Wallace takes the position 
that too many patents have been 
issued for developments w hich 
were not really new inventions, 
and too many patents have been 
used to suppress inventions and 
promote monopoly. 


Seeks Curb on Cartels 

A second critic of existing pat- 
ent law has been the Justice De- 
partment, represented on_ the 
committee by the new Attorney 
General, Tom Clark. Mr. Clark’s 
views on patents are not widely 
known, but his assistant, Wendell 
Berge, head of the anti-trust di- 
vision, has been a leading advo- 
cate of restrictions to curb cartels. 

Some of the reforms have 
already been incorporated in bills 
reported by the House patents 
committee this spring providing 
for compulsory registration of 
patent agreements and for a reg- 
istry for patents available for 
licensing. Both bills had Justice 
Department blessings, but the 
registry was set up by Mr. Wallace 
without awaiting legislation. 

No time limit has been placed 
on the study, Mr. Kenyon empha- 
sizes, although staff members 
have been advised that the work 
should proceed quickly. 


Durham 


North Carolina’s third largest 
city. (1940 U.S. Census) City- 
county is one compact unit with 
estimated 100,000 pop. Durham 
makes 25% of nation’s cigaret es. 


Duke 


University is another factor w!icl 
helps make Durham an unusu''!!) 
For domin nt 
coverage, one inexpensive |\\/Y 
does the trick. To control Dur! 1m 
you must have... 


OWNED BY 
DURHAM HERALD-SUN 
NEWSPAPERS 


"Represented by Howard H. Wilson Co. 
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pilot made this 


o see through... 


see eee ee eeerecrceesessssessscscseceeees Im 


e needed a drift sight for navigation 
in his small plane. No need to go into 


how it works. It's simple and it's 


ingenious. WOOD SUPPORT 


MITER GAUGE” 


WASHER 


! ...and soon he'll make this to go through 


Cope 


When this pilot gets home, there'll be 


building to do. There'll be remodeling 


=e RE 
Asoo 


to do. He will want to make things, 


fA 


| 


ei 
fi 


because he has learned how in the 


service. Here's a gate he can make for 


that home he'll have. It's one of the 


practical plans in the June, 1945 issue 


of Mechanix Illustrated. 


\ {ECHANIX ILLUSTRATED is the newsbeat magazine in the mechanical field. The Magazine That 
Yl Thousands read it to get the last word first. America’s most active coupon clippers 
have used it for years. After the war, Mechanix Illustrated is going to have thousands of 
young, new readers. It will appeal to all the fellows who come out of the service with new 
ski! s they’ve learned, new mechanical interests they’ve developed. Mechanix Illustrated 
is fi led with the excitement they’re looking for. It’s filled with authority—they need that. 
It ilks sound sense—they appreciate that. Shape your postwar advertising plans now, 
by considering Mechanix Illustrated as part of your blueprint for business tomorrow. 


Cal us in for a talk today. 


Gives Men Ideas 


FAWCETT PUBLICATIONS, INC. 


WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
295 MADISON AVENUE, NEW YORK i7, N. Y. 
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Chilton Ups Chase 


Julian Chase, pioneer in the 
business publishing field, has been 
elected a vice-president of the 
Chilton Company, Philadelphia, 
publisher of Automotive & Avia- 
tion Industries, Commercial Car 
Journal and Motor Age, of which 
Mr. Chase was directing editor for 
many years, and other business 
and industrial publications. 

His election to the Chilton vice- 
presidency marks his 50th year 
of activity in the motor field. 


Barlow Joins Sylvania 


Scott Barlow, formerly with 
McCann-Erickson, New York, has 
joined Sylvania Electric Products 
as editor of the “Sylvania News,” 
with headquarters in the New 
York office. 


‘Reporter’ Moves 
Equipment & Materials Re- 
porter, purchasing guide publica- 
tion for western industries, has 
moved its office to 124 W. Fourth 
St., Room 541, Los Angeles 13. 


400,000 Negro population 


NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in — 


“‘CONCENTRATED” 
NEGRO MARKETS 


GS eLect CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 


CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 
Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


is covered by the CHI- 


- 


Farley Named 
to Direct NY City 
550,000 Job Drive 


New York, Aug. 8.—James A. 
Farley, former Postmaster Gen- 
eral, and chairman of the board 
of the Coca Cola Export Com- 
pany, has been appointed chair- 
man of the New York City Com- 
mittee for Economic Develop- 
ment, it was announced here yes- 
terday at a press conference by 
James H. McGraw Jr., president 
of McGraw-Hill Publishing Com- 
pany, and regional chairman of 
the CED. Mr. Farley succeeds the 
late Alfred E. Smith. 

Studies of the postwar employ- 
ment problem in New York City, 
Mr. Farley told the press, reveal 
a goal for the metropolitan area 
of 550,000 more jobs than existed 
here in 1940. A CED survey shows 
that an estimated 260,000 jobs 
may be expected from manufac- 
turing industries, leaving about 
290,000 to be obtained from such 
businesses as hotels, transporta- 


|tion, automobile repair shops, 
gasoline filling stations and the 
like. Mr. Farley stressed the fact 
that the construction § industry 
alone in New York will require 
thousands of men, and will be 
a prime factor in relieving post- 
war unemployment. 


Hoffman Cites Industries 


Paul G. Hoffman, president of 
the Studebaker Corporation, and 
president of the national CED, 
said that New York City has more 
small business men than any other 
five cities in the United States. The 
city also is one of the largest 
manufacturing centers in the 
country, a fact not generally real- 
ized. 

Mr. Farley, who will work 
from CED regional offices at 330 
W. 42nd St., in cooperation with 
C. William Green, New York state 
regional manager, said he will 
study the program of the local 
organization, and announce in the 
near future plans for expanded 
CED operations in the metropoli- 
tan area. 


The CED, in cooperation with 


‘OUT OF TO 


Twice a day since 1942— Murine*—famous for eyes 
—has been continuously on WFBR—Baltimore’s big 
home town station. With Murine—‘‘the eyes have 
it.” With WFBR and Murine, “‘the ayes have it’’ 
when it comes to judging the results on WFBR. 


“Agency: Batten, Barton 


MEMBER — AMERICAN BROADCASTING CO. - 


, Durstine & Osborn, Inc. 


THE EYES 


HAVE /T 


Remember the above facts when people start 


talking about RESULTS in 


Baltimore! Yes, if you 


want to know what to buy in Baltimore. . . buy what 
the successful home town boys, too, have always 


bought and are sti// buying . 


WATIOWAL REPRESENTATIVE — JOHN BLAIR & CO. 


> fet ees oe oe 


Advertising Age, August 13, 


the Advertising Federation 
America; is ~ arranging Meetings 

in September for presentation o : 

the results of the $75,000 survey 

on postwar jobs and marke’s jp | 

the first full year of peace. Th, 
survey, particulars of which wij 

be reported in the Aug. 20  ssyg¢ 

of ADVERTISING AGE, WA€aS iade 

by the CED marketing commit. 

tee, headed by T. G. MacGowan 
manager of market research, Fire. 

stone Tire & Rubber Company <9 
Akron, and comprised of ‘nore je 


than 80 marketing specialists 
economists. Chairmen of 

CED committees will assist ir 
ranging the ad club meetings. 


Mennen Sponsors 


5-Minute Series 


Newark, Aug. 9.—The Mennen 
Company has set aside the largest 
advertising budget in its 66-year 
history for fall promotion via 
radio and in national magazines 
and drug trade papers of shave 
creams, talcum, Skin Balm and 
Skin Bracer. 

The campaign gets under way 
Aug. 13 with “Fun at Breakfast 
with Ford Bond,” a series of five- 
minute transcriptions featuring 
various comedy stars, to be heard 
during the 7-8 a.m., EWT, hour 
on 100 stations through the coun- 
try. Ford Bond will be m.c. 

Duane Jones Company, 
York, is the agency. 


ee ee 


New 


Furniture Group to Issue 
Merchandise Directory 


A merchandise directory cover- 
ing the entire home goods field 
will be issued April 15, 1946, ac- 
cording to Roscoe R. Rau, execu- 
tive vice-president, National Re- 
tail Furniture Association. To be 
known as the National Furniture 
Review Directory and Yearbook, 
it will list nearly 12,000 manufac- 
turing establishments. Printing of 
10,000 copies of the directory is 
planned. 

The 500 to 600-page publication iim 


Mey 


will cover furniture, appliances, 
floor coverings, bedding, lamps 
and electrical goods, curtains, 


draperies and fabrics, shades and 
blinds, china and glassware, gifts 
and artwares, housewares, stoves 


and heaters, and store supplies a 
and equipment. 
Joins Knox-Reeves 

Don Gardner, formerly with 
|/Campbell-Mithun, Chicago, _ ha: 


| joined the copy staff of Knox 
| Reeves, Advertising, Minneapolis 
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-| BILLION DOLLAR VALLEY OF THE BEES 


neapolis 


>< For you who thrive on statistics, 
here’s what Sales Management's 1944 Copyrighted Survey shows 


ae 


HAT’S YOUR “BATTING AVERAGE” in California Sales? Are you miss- 
ing the ball in the amazingly rich Valley of the Bees? 


¥ TheValley of the Bees has 1,220,000 people. 
15.39% of the State’s total. More popula- 


To get to first base in this billion-and-a-half dollar inland market tion than Baltimore or Cleveland. 


m you need on-the-ground newspapers. Because to the 1,220,000 Valley 
people Coast newspapers are as far removed, both in distance and appeal, 
as New York papers in Baltimore. 


¥ Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion’s 48 states. 


/ Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


¥ And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people... where 81% of all that EBI 


Here’s a market whose per capita retail sales are 34°/, above the 
U.S. average... where more is spent for food than in any U.S. city except 
the five largest .. . and drug store dollar sales top those of Boston or 
San Francisco.* 


. . . . . . © 4 tay J 9 
For a winning score in this big time Valley League, add to your ee is concentrated .« « where 88% of all those 
ton e * retail sales are made, 
Cal fornia lineup The Sacramento Bee, The Modesto Bee and The Fresno od 


ABC coverage of 88% in metropolitan 
area. In 14-county area, more than 
double circulation of nearest competitor. 


Bee — each dominant in its own area. 


ABC coverage of 91% in city zone: 
57% of trading area 


ABC coverage of 90% in city 
zone; 50% in trading area— 
largest circulation of any news- 
paper berween San Francisco 
and Los Angeles. 


| AUMCLATCHY (“> ) NEWSPAPERS 


PF = National representatives...O'MARA & ORMSBEE, INC. 
\ 
19 s1/110 New York «+ Los Angeles + Detroit + Chicago + San Francisco 
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Radio Homes—102% 


This includes the bonus counties in Missouri, 


in 
kK A Nose 8. é KVOO's Daytime 
: ore Half-Millivolt Area 
RB eee | as compared to 
Kk oL , We: & A 
1 es Entire State of 
OKLAHOMA 


Kansas, and Arkansas, 


the KVOO market the best buy in OKLAHOMA —truly Oklahoma's No. 
Market. 


*U. S. Census 


making 


50,000 WATTS 


TULSA, OKLAHOMA 


Cigar Institute 
Charges OPA Rules 
Limit Production 


New York, Aug. 8.—OPA regu- 
lations have curtailed total pro- 
duction of cigars, limiting the 
quantity of best known brands for 
civilian consumers, but making 
possible a wide distribution of 
“war babies” which will disappear 
when competitive markets reap- 
pear, the Cigar Institute of Amer- 
ica charged this week. 

“In trying to force more low- 
priced cigars on the market,” the 
institute said. “OPA _ requires 
manufacturers to withhold mar- 
keting of high-priced cigars until 
they fulfill their quota of low- 
priced cigars. OPA fixes definite 
ceilings for new sizes and new 
brands, but in many cases it is 
impossible for the manufacturer 


to sell cigars at these ceilings due 
to the necessity of meeting the 
over-all average ceiling estab- 
lished by OPA’s roll-back order.” 


Hits ‘Buckeye Shops’ 


OPA has concentrated its en- 
forcement efforts primarily with 
the established companies, the in- 
stitute charged, rather than with 
“the hundreds of ‘war baby’ buck- 
eye shops that have taken advan- 
tage of the shortage to flood coun- 
ters with the very type of mer- 
chandise that has led the cigar 
smoker to complain bitterly that 
he must pay 30 cents or more for 
a smoke which is inferior in qual- 
ity to the one-time five-center.” 

The average price paid by the 
cigar counter customer was 9.52 
cents during the first six months 
of this year, the cigar group re- 
ported on the basis of an analysis 
of 1944-1945 fiscal year figures 
just released by the Bureau of In- 
ternal Revenue. 

“Such justification as exists for 
criticism of the quality of high- 
priced cigars of unknown brands,” 


PL 


0 \ xs 


THEIR convenience. 
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TIE SPOT in OME OF 


Represented Nationally by O.MARA & ORMSBEE, Inc. 


Hi in Home Unterest 


That constant moving observed in the HI-spot of oHlo — 
billion-dollar market influenced by The Columbus Dispatch — 
is merchandise leaving dealers’ shelves. The people stay put! 


More than 35% of Columbus people own their homes. Indi- 
cations are 12,000 more houses will be built by 1950. Even travel- 
ing salesmen prefer Columbus to the farmer’s daughter — 5,000 
sons of the sample case living in Columbus. Columbus, in 1944, 
had more Victory Gardens (and blisters!) than any city its size in 
the United States. 


Build sales on a firm foundation through The Columbus Dis- 
patch, the proved, low-cost medium enjoyed by your customers at 


Informed people rely on the 
daily newspaper for ALL the news. 


as! 


Advertising Age, August 13, 145 


it points out, “may be traced j, 
the conflicting aims of two gove »p- 
ment agencies, WLB and 0», 
Control of wages by WLB has je, 
to demands by cigar makers jo, 
the right to make higher-pr¢g 
sizes which pay higher reies 
OPA at the same time has at- 
tempted to compel manufactu e;s; 
to increase production of lower. 
priced sizes, which would rey}; 
in less take-home pay for ihe 
worker.” 

Despite wartime — difficul ies 
cigar sales in all price ranges {o- 
taled 4,893,343,377 as against 4. 
678,906,940 in the previous fisca] 
year, the institute reports. In aq- 
dition, American manufacturers 
supplied more than one billion 
cigars to the armed forces, at the 
rate of 59 million per month fo, 
shipment overseas and 32 million 
per month for delivery to domes- 
tic military installation. Only 
well-known brands of estab- 
lished quality produced by manu- 
facturers whose plant capacity 
meets military requirements are 
supplied to the servicemen’s pool, 
the institute explained, and added 
that most Army and Navy cigars 
are provided from stocks in the fiv« 
cent to three-for-fifty cents price 
range, causing the shortage of the 
“common man’s smoke” in the 
civilian market. 


MBS Starts Technical 
Dep't Under E. C. Page 


Esterly Chase Page, pionee: 
radio engineer and until recent); 
a lieutenant colonel in the Arm) 
Signal Corps, has been named t 
the newly-created post of engi- 
neering director of Mutual Broac- 
casting System to head the net- 
work’s new technical planning 
and engineering department. Hé 
will direct future FM and tele- 
vision activities, as well as im- 
proving present facilities, a study 
of which is now under way for 
future presentation to the MBS 
board of directors. 

The 39th person in the U. S. to 
be granted a radio operation li- 
cense, Mr. Page has helped de- 
sign and construct stations in 
Chicago and the Midwest. With 
George G. Davis, he headed 
consultant company in Washing- 
ton on engineering projects be- 
fore the FCC, as well as making 
engineering studies for the net- 
works. At one time personal sig- 
nal officer for Gen. Eisenhowe! 
he participated in radio planning 
for five major campaigns in th 
European theater of war. 


Barco Appoints Hoyt 


Barco Laboratories, Brooklys, 
manufacturer of Barcoline 4! 
purpose cleaner, has appointed 


Charles W. Hoyt Company, Ne\ 
York, to handle its advertising 
Newspapers and radio will be 
used. 


Polk Advances Wahl 


William G. Wahl, Philade})phia 
office manager of R. L. Polk & Co. 
for the past 10 years, has joined 
the national staff as a representa- 
tive of the direct mail advertising 
division in Detroit, Mich. 


The Equitable Li'e 


“1,200 replies from 6,680 lette 


over 18%! Has already result: | i 
sales of $1,246,379.”’ 
Why it ups returs 
Theaddressontherep! . or™ 
occupies the “‘fill-in’”’ s ot °° 


your letter. Nosig: ‘' 
needed. America’s! ‘¢¢* 


Letter. 


Write for samples today 


190 Wo 22St WY. 11 + 215%. Michigan € 
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an Funny — how. this guy VIRGIL PARTCH | ; 
always draws a crowd... 


rooklyn, 


ine al 


ppointe! VIRGIL PARTCH never fails to pack them in. The same is - 


Ly, New 


ertising true of the topnotch talent that produces the pictorialized 
news, sophisticated cartoons, amusing columns and the 
news of stage and screen in Sunday Pictorial Review. 
Mark Hellinger, Simms Campbell, “Bugs” Baer—they draw 
a readership of over 5 million families every Sunday, in 
nine major markets—representing one-third of the total 
U. S. sales potential. Your product shares this pulling 
power when you advertise in Sunday Pictorial Review. 
Always draws a crowd. 
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Westinghouse Appoints 
Mary F. Ihle, formerly assis- 


tant director of the home eco- 
nomics department of H. J. Heinz 
Company, Pittsburgh, has been 
appointed supervisor of the Wes- 
tinghouse Home Economics Insti- 
tute, Mansfield, O. 


Sorensen Rejoins Agency 


Lieut. E. B. Sorensen, partner 
of Fielder, Sorensen & Davis, 
transit advertising company with 
headquarters in San _ Francisco, 
has rejoined the firm following 
service since 1942 with the Army 
air forces. 


CENTRAL OHIO'S 
ONLY CBS 
OUTLET 


ASK ANY BLAIR MAN OR US 


Morgan, Goodkind 
Appointed by 


Planters Company 


Suffolk, Va., Aug. 8. — The 
Planters Nut & Chocolate Com- 
pany has appointed Raymond R. 
Morgan Company, Hollywood, and 
its affiliate, Goodkind, Joice & 
Morgan, Chicago, to handle all 
advertising effective Oct. 1. 

For a year and a half, Erwin, 
Wasey & Co. of the Pacific Coast, 
now the Honig-Cooper Company, 
has had the Pacific portion of the 
account, although previously Mor- 
gan directed Planters’ West Coast 


efforts. Radio, newspapers and 
magazines will be used ex- 
tensively for Planters peanuts, 


mixed nuts, peanut oil and other 
nut and candy items. 

The Morgan company, in 
newly-opened San Francisco of- 
fices in the Hearst building, will 
handle all advertising west of the 
Rockies, while Goodkind, Joice & 


Morgan will place all Planters 
advertising in eastern and mid- 
western markets, 

The agencies recently an- 
nounced the opening of another 
new office, an eastern production 
branch of Raymond R. Morgan 
Company, at 55 W. 42nd St., 
New York City, with Hugh Ernst 
Jr. vice-president in charge. Por- 
ter Anderson, vice-president, is in 
charge of the San Francisco office. 

Lester Hopper, for three years 
copy chief and account executive 
in the Chicago office of Buchanan 
& Co., has joined Morgan’s Holly- 
wood office in a similar capacity. 


Plans Spanish Magazine 


Alcance, a class consumer mag- 
azine in Spanish, will be pub- 
lished by the Alcance Publishing 
Company, New York, on Oct. 1. 
M. M. Zimmerman is _ president 
and Frances R. Grant, editor. The 
format of the magazine will be 
842”x11”, to be printed in com- 
bination of antique and coated 
stock, and it will carry articles 
on theater, art and science. 
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3,000 are in the plastics 
industry, with a vertical cir- 
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Of 14,000 readers:—over 
10,000 are among the top 
executives of plastics users 
spective users. In this 
p circulation is restricted : 


technical readers among pro- 


ducers and user 
Outstanding format, liberally 
and colorfully illustrated. 
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What do you want in plastics? The 
end-users? The plastics manufacturers? PLAS- 
TICS magazine delivers them both: in the industry 
—molders, laminators, fabricators, supply and 
equipment buyers. Among end-users, readers in | 
42 major classifications, with circulation restricted | 
to titled personnel—the buying influence in the | 
market. 


This colorful, alive, modern magazine is de- | 
signed to cover the half a hundred variations in | 
the fast expanding plastics field. It does it with | 
its unique selective circulation policy and its edi- 


torial approach. 


; TIFF-DAVIS PUBLISHING COMPANY x.» 


Popular Photography « 
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Berkshire Starts 


First Net Show 
in Fall Campaign 


Reading, Pa., Aug. 8.—Employ- 
ing network radio for the first 
time and scheduling an extensive 
magazine advertising drive to 
break this fall, Berkshire Knit- 
ting Mills is expanding promotion 
for its full-fashioned stockings in 
a campaign designed to establish 
the Berkshire brand name as a 
leader in the hosiery field. 

Ilka Chase has signed for a 
series of weekly radio programs 
to be heard Sundays over MBS, 
1:15-1:30 p.m., EWT, beginning 
Sept. 9. Six national class maga- 
zines, beginning with September 
issues, will carry black and white 
pages, with copy employing a 
candid camera technique for pic- 
torial elements. 

Business publications will also 
be scheduled. In addition, the 
company will sponsor an export 
campaign to run in newspapers 
and class magazines published in 
Latin America. 

Geyer, Cornell & Newell, New 
York, is the agency. 


RCA Sends Out New 
Television Booklet 


“RCA Victor Television—Open- 
ing a New Merchandising Era for 
| Department Stores,” is the title 
| of an illustrated brochure being 
distributed by RCA Victor’s home 
instrument division, Camden, 
N. J., to store executives and lead- 
lers in the fields of advertising, 
selling and marketing. 

Ways by which store manage- 
ment can profit by the use of 
| video, the booklet says, are: Op- 
eration of a commercial video sta- 
tion as a means of extending 
prestige and advertising; opera- 
tion of a studio within the store 
itself to televise fashion shows, 
product displays, and “open” 
demonstrations, and use of intra- 
store video systems to reach cus- 
tomers already in _ the = store. 
Equipment required for various 
|types of store television installa- 


| tions is described. 
| 


Gamble-Skogma Ups Two 


Gamble-Skogma, Inc., Minne- 
apolis, operating Gamble Stores, 
has appointed G. D. Anderson as- 
sistant manager of the hard lines 
division, and Arthur C. Johnson, 
formerly head of the automotive 
department, manager of the auto- 
motive, hardware, housewares, 
| sporting goods and building ma- 
| terials department. 
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Let a PLASTICS representative help | 
you define specific markets in this field. 
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AMERICA’S | 


STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN 


AND WOMAN 


HE needs paper for the job ahead 


SHE sees that he gets it 


V-E DAY did not lessen the need for 

paper. Indeed, the turn-around 
for the intensified war against Japan has 
actually increased the need for paper. 


Millions of items must be protected for 
the long trip to the Pacific Theater by 
double and even triple wrapping. 


That is why patriotic women are con- 
tinuing to cooperate with the Paper 
Troopers or other local salvage organiza- 
tions to get every scrap of waste paper. 
periodicals and newspapers back into the 
fight. Women also help by using their own 


shopping bags, by carrying purchases 
home unwrapped and by re-using paper 
bags and cartons as long as they will last. 


MeCall’s Inspires Women 
in 3,500,000 Homes 


In approximately 3,500,000 homes wo- 
men look to McCall’s for guidance in the 
adjustments and responsibilities of war- 
time living. Thus, they know that paper 
is still America’s No. 1 Critical War Ma- 
terial, and they continue to do all they 


possibly can to help meet the shortage. 


(Magazines use only 4% of all paper 
and much of that is salvaged for re-use. 
McCall Corporation, along with other 
publishers, has instituted practices which 
are saving thousands of tons of paper. 
Because there are not enough McCall's 
to go around, readers help, too, by sharing 


their copies with friends and neighbors. ) 
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‘Full Employment’ 
Machinery Backed 
by U. S. Agencies 


Washington, Aug. 7. — With 
hardly a dissent, 33 major gov- 
ernment agencies have recorded 
their sympathy with the machin- 


erally out of their current in- 
comes, if in the early postwar 
| years they face an imminent 
|danger of unemployment.” 

| Commerce sees “full employ- 
| ment” as the answer to the small 
/business man’s problem, for “no 
amount of specific aids to small 
business, either in financial or 
management problems, can have 
the wholesome effect of customers 
| with adequate. income _ derived 
| from real jobs.” 

| 


Bowles Cites Insecurity 


ery for “full employment” visual- | 


ized in the Murray-Wagner full 
employment bill, now under pre- 
liminary study in the Senate 
banking and currency committee. 
Under the plan, government 
agencies, consulting with business, 
are to prepare an annual “job 
budget” forecasting employment 
during the approaching year on 
the basis of anticipated capital in- 
vestment, production and sales. 


Shows Projects Needed 


Carried to its final point, the 
“job budget” theoretically demon- 
strates the amount of government 
expenditure for public works and 
other projects which would be 
necessary to keep the economy 
operating at a level where it pro- 
vides the desired number of jobs. 

Most ardent advocates of the 
“full employment” bill are the 
Commerce, Agriculture and Labor 
Departments, which are generous 
in their praise for the planning 
operations, and lavish in describ- 
ing the role that their depart- 
ments can play in mapping forth- 
coming economic activity. 

Labor Favors Idea 

The Labor Department, for in- 
stance, subscribes to “full employ- 
ment” because “just as business 
men will hesitate to make invest- 
ments if they anticipate a short- 
age of markets, so also will work- 
ers hesitate to draw upon their 
war savings, or even to spend lib- 


4 


ug eigen 6.1.de0- 
coming back to his 


What's the simplest, most spontaneous way 
to say “hello’’ advertising-wise to G.I. Joe 
when he resumes his interest in Btu’s and 
kilowatts as chief engineer, power super- 
intendent, or maintenance engineer at Every- 
body's Machine Company? 


On-the-job chats with these men by 
POWER PLANT ENGINEERING'’S field 
staff suggest that power equipment adver- 
tising stick to its knitting—help Joe get 
back in the swing of things by answering 
such questions as: what's new, where and 
how do I use it, what will it save us, where 
do I get it? 


Write for our latest field bulletin. It de- 
scribes power problems of your customers; 
points the way to resultful 
postwar advertising. 


ABC + ABP 


ENGINEERING 


53 W. JACKSON BLVD. CHICAGO 4, ILL. 


Price Administrator Chester 
Bowles contributed the thought 
that insecurity over postwar 


dustry, labor and among farmers 
who seek to “make a killing” dur- 
ing the war. 

“Business firms fear the effect 


profits underlies the unrest in in- | 


on profits of a decline in their 
sales,” Mr. Bowles’ explained. 
“Price ceilings which they accept 
when business operations are at 
a peak level often appear unac- 
ceptable to them when they fore- 
see a lower volume of production 
and sales.” 

The FTC pointed out that 
“doubtless the bill implies a lack 
of faith in private enterprise to 


| provide full employment,” but re- 


marked that opponents of the bill 


_are put in the position “of recog- 
nizing recurrent mass unemploy- 


ment as something inherent and 
irremediable in our past and pres- 
ent economy.” 


Hits Monopoly Interests 


FTC revealed the thinking be- 
hind its own active compaign 
against allegedly unfair 


Ae 2 


practices and monopolies with the 
statement that “monopolies tend 
to create mass unemployment by 
maintaining rigid and _ inflated 
price structures.” Moreover, the 
commission continued, monopoly 
interests oppose development of 
new industry in new areas though 
such development might promise 
locally increased employment and 
economy in supplying nearby con- 
sumers. 

Perhaps significantly, the. tes- 
timonials submitted by the gov- 
ernment agencies at the request 
of Sen. Robert F. Wagner reveal 
considerable uncertainty on the 
amount of economic activity that 
constitutes “full employment,” 
and the amount the nation is 
likely to have after the war. 

The Departments of Agriculture 


trade | and Commerce indicate the gross | 
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national product at “full empl: , 
ment” would be $188,000,000,; 
to $200,000,060,000 at curr 


prices, with 57,500,000 to 60,00). 


000 jobs, including the armog 
forces. 

Bureau of Labor Statist 

however, submits two  post\ 


forecasts, the first based on 
terviews with employers in 


rious branches of industry, ce’| 


ing for 48,284,000 civilian j, 
during the second. postwar ye, 


and the second, a government ; ; 


0) 
it 


timate visualizing 50,201,000 jo' 


Both estimates assume price s' 
bility, prewar working hours, 
public works, and another y: 
of war with Japan. The gove: 
ment figure assumed that forei 
trade exceeds 1939. 


The Department of Labor con 


cludes that while many employer: 


ba. 
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THE GREAT HARDWARE MARKET 
... and a Wain Entrance 


The Great Retail Hardware Market consists of 
approximately 29,000 retail stores serving every 
city, town, and rural area across the country. In- 
cluded in this vast distribution network are 9,000 
Major Hardware Dealers — modern merchandisers, 
who do 72% of the Retail Hardware business ac- 
cording to the latest U.S. Census of Distribution 


(1939). 


Hardware Age is purchased regularly by 16,167 
executives and retail salesmen (67.15% 
paid circulation) in approximately 15,000 progressive 


hardware stores. 


The Great Wholesale Hardware Market consists of 
487 Wholesale Distributors, whose traveling sales- 
men call regularly on the 29,000 dealers and sell 
approximately 60,000 items used in the home, on the 
farm, and in industry. 


In this important Wholesale Market 3,573 execu- 


tives and traveling salesmen are subscribers to Hard- 


ware Age. 
of the total 


These are some of the reasons why we claim that the 
Hardware Market is aGREAT MARKET ... and 


that Hardware Age is its Main Entrance. 16 


HARDWARE AGE ANNUALIN 
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1945 
oy. are thinking ahead, and have|means serious depression with | Department said it was merely an | Gation and subsequent economic | 
),000 frm intentions of committing | 17,000,000 unemployed. interested spectator. | collapse. | 
rent jarce amounts of capital, there is Under the plan outlined by | The board pointed out that the | — 
D00.- ‘+110 evidence that business’ pres-|Senator Wagner, government) bill y an — rs gga that) Welsh Joins Grey 
"med = slans will add up to full| agencies would be expected to|the federal governmen as oe 
med * avennait pool their economic iacerenatian | large measure of responsibility Ph Bg pnt ye al a =— 
Stics, -\ecording to the Department|to establish a forecast of eco-|for maintaining a high level of ager of E. W. Edwards & Son, 
twar of Agriculture study, “What Peace| nomic activity for the year to business activity.” Then it com-| Buffalo department store, has re- 
i Cc Mean to the Farmer,” “full|come. After consulting with ad-| mented: “Regardless of whether | signed to join the retail division 
1 employment” would mean a $17,-| visors from industry, the “job| there is a formal statement of an|of the Grey Advertising Agency, 
call- 900,000 farm income, twice the| budget” would go to Congress,| objective in the law, acts and er 8 Pay Pee ae ee | 
jobs prewar figure, and 8,000,000 full-| which then would be free to de-| policies of government in general Mare ix Enea N Goatees | 
year, time farm jobs compared with|cide whether various forms of| ought to be directed toward a| named to fill the Ba@aln position. 
t es- 9 300,000 prewar jobs, many of| Public works, tax reforms and/ goal of economic stability and | ietaiadiiniataiians 
jobs ‘hem involving only partial utili-| other legislation are in order. progress.” 'Staze to Spector 
Sta- zation of labor. Agriculture thinks Agencies ‘For’ Planning The board also warned that the Staze, Inc.. New York, maker 
, Tas that a $188,000,000,000 national; Ajmost every agency gave its inevitable result of forcing a|of Staze cream paste adhesive for 
year product at present prices means support to the idea of planning, peacetime economy to the levels| dental plates, has appointed Ray- 
oe full employment with 2,000,000) although the Federal Reserve|of employment and _ production mond Spector Company, New 
ee “unemployed”; —_ $130,000,000,000 | Board questioned whether “full| obtained under pressure of war, | York, to Randle the account. the 
dori means 7,000,000 unemployed, and| employment” was as desirable as| when there are more jobs than | j, paints. magazines ‘and 
oye $76,500,000,000 national product “stable employment.” The War| men, would be “uncontrollable in-| radio. 


NLIMERCHANDISE DIRECTORY ISSUE 
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CARRIED OVER 536 PAGES 


OF ADVERTISING IN 1944... 


Limited paper quotas gave us three choices as 
regards the Hardware Age Directory Issue 
for 1945: 

1. Publish it as usual, with normal advertis- 
ing, and let regular future issues of Hard- 
ware Age starve for paper. This was obviously 
out of the question. 

2. Omit the Directory Issue entirely and leave 
ourselves a nice reserve of paper on which 
we could print advertising in our regular is- 
sues. This would have been the profitable, 
expedient solution for us — but it would have 
caused the hardware trade much inconven- 
ience for the lack of the directory service upon 


We wish the sacrifice were ours alone, but we 
realize that much of the hardship falls upon our 
subscribers, who look to our advertisers’ mes- 
sages for vital product information to supple- 
ment directory listings. Repeated investiga- 
tions have shown that, because merchandise 
is the lifeblood of the trade, dealer and whole- 
saler alike accord almost equal importance to 
the advertising and editorial columns of each 
issue of Hardware Age. This has been particular- 
ly true for the Merchandise Directory Number. 


2205 Why- 


which it has depended for 24 years. This 
course we rejected also. 

3. The one remaining alternative was for us 
the costly one — but it enabled us to maintain 
Hardware Age service to the trade. We chose 
it unhesitatingly!— and produced the Hard- 
ware Age 1945 Merchandise Directory Issue 
you see pictured here, a complete directory 
of ‘““‘Who Makes It?”’ but without advertising. 
The management of Hardware Age believes 
that the financial sacrifice is not too great, 
since it enables us to issue 25,000 purchased 
copies to serve hardware jobbers, retailers, 
manufacturers, and government agencies dur- 
ing this critical reconversion period. 


The succeeding months, in which new merchan- 
dise will come forth to fill bare shelves, will make 
the regular advertising columns of Hardware Age 
more important than ever. Wholesalers and 
Retailers who have done such a fine job through 
the war shortages will be seeking new informa- 
tion. Manufacturers have the opportunity in 
Hardware Age to supply it — to tell their sales 


story to the largest audience in the hardware field. 


HARDWARE AGE 


MAIN ENTRANCE TO THE 
A Chilton © Publication 


GREAT HARDWARE MARKET 
100 East 42d Street, New York 17, N. Y. 


@ Charter Member @® 
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THE SHREVEPORT TIMES 
[ 


In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


‘The Branham Co 
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Starts Extensive 
Ad Campaign for 
Hiram Walker Gin 


Detroit, Aug. 8.—Stressing the 
prewar quality of its distilled dry 
gin, Hiram Walker & Sons, Inc., 
has released one of the largest 
advertising campaigns ever used 
for this product. 

The schedule includes full-page 


Cover Catholic ! 
Schools, Churches, 
and Institutions ,; 
: 
4 


135 W. WELLS ST., MILWAUKEE 3, WIS. 


|four-color ads in Collier’s, For- 


tune, Life and other magazines, 
to start next month. More than 
300 newspapers from coast to 
coast are being used for the first 
gin ads to be placed nationally 
by the company since 1941. 

Copy places considerable em- 
phasis on the fact that the prod- 
uct is not only made according to 
the prewar formula but also from 
botanicals, unobtainable today, 
which were imported before the 
war. Substantiating the latter 
claim is a statement from Hiram 
Walker that it initiated a pro- 
gram of buying up gin botanicals 
“far in excess of annual require- 
ments” when war clouds were 
gathering over Europe. These 
now rare. botanicals (juniper 
berries from Italy’s Leghorn dis- 
trict, coriander from Czechoslo- 
vakia and cassia from China) 
were assembled in the U. S. and 
placed in cold storage. 

“A scientific testing method 


developed in our research labora- 
tories at Peoria, which enables us 
to measure the flavor value of 
each lot of berries, herbs and 
spices, has proved that the botan- 
icals have lost none of their 
original quality and are in top 
condition,” copy points out. 

Point-of-purchase material in 
the form of window displays, 
counter cards, menu riders and 
table-top tents ties in with the 
prewar quality theme of the ad- 
vertising. 

Sherman K. Ellis & Co., New 
York, is the agency. 


‘Time’ Promotes Two 


David W. Brumbaugh, secre- 
tary and controller of Time, Inc., 
has been elected vice-president 
and remains secretary of the com- 
pany. His controlling duties have 
been taken over by Arnold W. 


New Refrigerators 
Come Off G-E and 


Frigidaire Lines | 


Erie, Pa. Aug. 7.—Two addi- | 
tional refrigerator models were | 
expected this week to go into pro- | 
duction soon, following the first 
complete assembly-line production 
of household electric refrigerators 
at General Electric Company’s 
plant here since April 30, 1942. 

The first of 95,000 refrigerators 
to be made by G-E in 1945, the 
seven-cubic foot machines, me- 
dium-price models, came off the 
line Friday. They are to go to 
warehouses for distribution to 
Army, Navy and_= government 
claimant agencies. The _ public 
probably will wait until next year 


formerly Mr. Brum- before new ones are available in 
baugh’s assistant, who will re-| stores. 
main assistant secretary. 


Two other refrigerator models 


“The ROTARIAN’s high reader interest 


has been proven by inquiries and orders,’ 


COMMUNITY © 


Reproduction of a two-column advertisement from The Rotarian pre- 
pared and placed by Barnes Advertising Agency, Inc., of Milwaukee. 


President Milwaukee Dustless Brush 
Company, Milwaukee, Wisconsin 


Revisto Hotorin 


35 East Wacker Drive, Dept. 11, Chicago 1, Ill. 


“The Rotarian holds an impor- 
tant position on our advertising 
schedule for a number of rea- 
sons. Its readers represent to 
us a good cross-section of busi- 
nessmen; we wantthemtoknow 
about our ‘Dustless’ method of 
sweeping. 

“The Rotarian’s high reader 
interest has been proven by in- 
quiries and orders. Results dur- 
ing the past year have satis- 
factorily demonstrated an 
active and forward-looking in- 
terest in our products on the 
part of the readers of The 
Rotarian. 


“Though we have been using 
half-column space regularly, 
our new order calls for two- 
column advertisements for 12 
consecutive issues.” 


x * * 


High reader interest on the part of 
some 200,000 top ranking business 
executives and professional men is 
bound to bring results, particularly 
since these men buy or influence buy- 
ing for their businesses, their homes, 
and their communities. They have 
what it takes to buy what you sell. Let 
us give you facts about this impor- 
tant market reached most effectively 
aod economically by The Rotarian. 


New York Office: 45 Rockefeller Plaza 


New York 20, New York 


Detroit 2, Michigan 


Pacific Coast Office: 681 Market Street 


San Francisco 5, California 


Detroit Office: 7338 Woodward Avenue 
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will follow soon, according ti) q 
L. Andrews, vice-president jy 


charge of the company’s appliance 
and merchandise departmen', ,; 
six-cubic foot version and , 
seven-cubic foot deluxe model. 4) 
three models are the same 4s thioge 
made just before the war. 
Work on setting up the produc. 
tion lines was started  severg| 
weeks ago, after cancellation of g 
war contract. Mr. Andrews said 
G-E decided to maintain employ- 
ment and get refrigerators starte 
out at once by using manufactur- 
ing equipment already on hand. 


Frigidaire Starts Units 


At Dayton, O., the Frigidaire. 
division of General Motors Cor. 
poration late last month turned 
out its first new refrigerator since 
1942. It also plans to produce 
three models, with more than 50. 
000 scheduled during the third 
quarter of ’45. The present single 
production line eventually wil 
give way to four fully equipped 
lines capable of turning out thou- 
sands of units daily. 

Frigidaire is now producing 2 
limited number of electric range; 
and commercial refrigeration 
equipment, and manufacture of 
additional products is scheduled t 
begin as soon as materials and 
machinery become available. These 
will include the division’s full line 
of refrigerators, electric ranges 
water heaters and home freezers 
and such commercial products a: 
beverage, milk and water coolers 
ice cream cabinets and air condi- 
tioners. 


Bank for Savings Drive 
Features 3-Room Show 


Car cards in New York buses 
trolleys and subways, _ special 
hand-out folders, and a mailing t 
18,000 calling attention to an ex- 
hibition of three rooms for “Homes 
With a Forward View” is the 
basis of a new drive by the Bank 
for Savings, New York, to run 
through September. 

Advertising urges readers to in- 
spect three model rooms for city 
living on display at the bank. A 
dining room, bedroom, and a 
three-in-one room (sleeping, din- 
ing, and playroom) are demon- 
strated. The campaign is being 
handled direct. 


To Riverbank Sales Post 


Matilda Berger Catenaccio, with 
Riverbank Canning Company) 
Riverbank, Cal., for the past li 
years, has been appointed man- 
ager of the New York sales office 


EVEN AN ADVERTISING 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottage 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the 
minute. 


Its 32 pages, profusely illustrated 
are packed full of home plannint 
and new equipment ideas. 

Our own staff of practical author! 
ties whose lives have been dedi: ated 
to building progress have put int? 
eight easy-to-read chapter: tb 
trends and possibilities of a mut? 
discussed industry, Covering eve" 
subject from financing to sola 
heating, it therefore can be used ® 
a textbook on building indus! 
nomenclature. 


Send for your copy today. 
PRACTICAL BUILDER 


59 E. Van Buren Street, Chics f° 


at 25e I can't lose—Send me “How 7° 
Plan The Home You Want.” (A) 
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CTS EVERY PUBLISHER SHOULD KNOW I 
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Cnt, ; 
ink a 
«1 HCOMPARISON OF NEWS-STAND SALES— BASED UPON A. B. C. PUBLISHERS’ STATEMENTS 
nose 
roduc. 
Sev era] 
mM of a 
VS Said 
mploy- 
starte LAST SIX MONTHS, 1944 - LAST SIX MONTHS, 1943 
hg (Magazines shown in bold face are Distributed by Fawcett Distributing Corporation) 
J 1943 1944 Retail 1944 1943 Copy Gain Jo Gain 
- ene, osition Position PUBLICATIONS Issued Price Last 6 Mos. Last 6 Mos. or Loss or Loss 
‘ )y- 
turned 3 1 Ladies’ Home Journal............ M 1S 2,014,266 1,796,383 + 217,883 + 12.1 
or since 2 ge MS Ig A ek ee M 15 1,973,414 LOT7,22> — 3,811 —_ pe 
produce l 3 Life | gsr Py Pare re ere gee WW 10 1,846,399 2,138,136 es 291,737 a 13.7 v 
an 50,- 4 4 True Confessions ‘ M +10 8 =61,843,274 1,604,322 +238,952 + 14.9 
2 third 6 5 Woman's Home Companion. M Bi 1,635,650 1,358,193 +. 277,457 + 20.4 
Seg 7 6 Saturday Evening Post............ Ww +e Leritie pate + pee 2 < 
y wil 5 a RRR ee M ‘ 204, 394; ; . 
quipped 8 Gustebethasveiiideeuseres M -10 = =1,221,649 No Statement 
it thou- ig 5 «4. dl a Bi-W 10 1,188,845 1,093,832 + 95013 + 87 
; 11 10 Modern Screen.................... M 15 1,179,583 994,681 + 184,902 + 18.6 
ucing 2m 10 11 Cosmopolitan ................. M 35 1,144,048 1,045,638 + 98,410 + 94 
Poet i) 12 Good Housekeeping... M 35 1,090,340 1,048,130 + 42,210 + 40 
retional 15 13 American Magen: | M 25 1,076,811 796,013 + 280,798 + 35.3 HE most effective distribution through 
se M6 14. Collier's W 10 ——-:1,024,285 793,994 + 230,291 * 29.0 
a Ww . . * 
i 12 15 Modern Romances... M 5 993,364 934,9 + 58, . In 
als 20d 13, © 16 -Redbook ........... | M 23935509 928,592 + 6917 +7 dependent Distributors is created 
“I linfl 18-17. True Romances M 10 865,797 755,968 : ee 
pr tin |. bh ao. M 15 830,979 784524 + 46455 + 59 through the vast, scientifically correct re- 
ranges - 
19 Click M 10 806,837 830,798 — 23,961 — 29 i eo 
nage 2 a M 10 798,834 685,413 + 113,421 + 165 sources of the Fawcett Distributing Corpora- 
S as a 
lor 29 21 Hit Parader . M -10 777,683 489,160 +288,523 + 59.0 : a 
gsr 19 22 Motion Picture M -15 763,666 700,045 + 63,621 + 9.1 tion. Magazines distributed by the Fawcett 
orn i 23 American Home M 15 737,440 626,129 + 111,311 + 178 
24 Whiz Comics. . . M 240 723,767 Wo Statement Distributing Corporation show 1944 sales in- 
sve (2) 25. Better Homes & Gardens. M 15 695516 590.103 + 103413 + 179 ieee 4 
2 24 26 Libert Ww .10 32,92 8, 4, 
on 7 ae eee M 15 584.874 No Statement creases of almost 26.5 per cent over 1943 — 
© buses a 26 28 Movieland ...... M 15 580,798 521,104 + 59,694 + 114 ‘ 
Pacers 49 Gee... ... Bi-M 10 568,953 No Statement the greatest rate of increase of any group of 
ailing to #25 30 Movie Story Magazine . 15 554,596 560,845 — 6,249 — 1.1 ? , 
) an ex- = 3 ere M 15 536,045 No Statement magazines! 
“Homesfm >? 32 Song Hits M 10 529,039 456 — 65577. — 139 Pe 
7%, 5. 28 33 Real Story... M eh ply a meee + rey tis ri 7 If you want to build steadily growing sales ; 
wa 34 Pic Bi-W 1 6 , — ; — 3. 9 
to run . 
4 35 Screen Romances... M 15 481,225 440,488 + 40,757 + 2s for your magazine, the Fawcett Field Force 
rs to in-fe 33 = ye Story ee ° -e 7 ery Pe arson + 78,796 + 19.6 y & 
me cy ?: pagal site ‘ ; f more than 70 representatives is available 
bank. A 38 True... — a 25 440,110 No Statement oO P ‘ 
and a 39 Official Detective Stories M 25 426,027 No Statement : : 
ing, din- Hi 40 40 Popular Mechanics hiss M .25 418,838 331,468 + 87,370 + 26.3 to help you... without cost. Your maga- 
_demon- i 34 41 Esquire , M 50 416,975 395,188 + 21,787 - 33 
is being ., 43. Tine Manerlonees M 15 403,067 482,284 — ieee? — 7s zine is promoted without cost to independent 
36 43 Movie Life M sbz 388,816 352,855 + 35,961 + } 
3 i 3 25 379,781 331,948 + 47,833 + 14.4 holesal d retailers through th -” 
8 0UG lie "7 77.567 317,562 60,005 18.9 a a en — re 
cio, with 2 4G apd Romances -r +3 376992 417,935 40,943 ys 9.8 of the Fawcett Distributor, the larcest and 
"et (ne 47 Real Romances... M 15 375,659 266,391 + 109,268 + 41.0 ; g 
ae ar [25 48 “Mechanix Illustrated | M .15 368,092 369,603 — 1,511 — .4 ae i 
me ome 48 SS 2 eee _oM 15 360,174 297,388 + 62,786 + 21.1 finest trade magazine in the field. Technical 
af 50 Time W 15 358,143 332,022 + 26,121 + 79 
7 51 The Woman M 15 349,742 302,774 + 46,968 - 2535 aid and advice from Fawcett executives are 
. 37 52 Movie Stars Parade M mi 328,232 336,090 — 7,858 — 2.3 
ISING i9 53 Calling All Girls M 10 315,963 286,903 + 29,060 + 10.1 available to you at all times. 
AE OF 54 True Aviation Picture Stories. Quar. .10 eh pe No oerey iene - 
il 55 True Comics M 10 306,58 iy sar , 7 For further information about your maga- 
. 50 56 True Detective. M Be | 299,827 282,438 + 17,389 + 61 y 
: . ae a a Hid —- Co zine and its sales and distribution — write or 
52 58 Ranch Romances. ; Bi-W 15 284,896 271,693 + 13,203 +. 7 
46 5 Mad ll M 25 267,234 304,833 — 37,599 — 12.’ . ; 2. oe 5 
55 is eae ‘ W 15 255,089 211,146 + 43,943 + 208 wire R. K. Fawcett of the Fawcett Distributing 
61 Band Leaders Bi-M 15 220,767 No Statement C R CG h C ; 
57 62 Movie Show M 15 205,104 181,899 + 23,205 + 12.7 -orporation, Greenwich, Connecticut. 
: 63 Science & Mechanics. Bi-M 15 204,973 No Statement 
er YOURME 64 True Love & Romance M ae 182,310 316,300 — 133,990 — 42.4 
cottage of * a 9 Trails Pictorial ~ rs erat ri ap pa es t ‘: 
the Homi? 56 ying ‘ 79.6 , ; 
supeodla 1 67 Radio Romances M 15 178,512 281,700 — 103,188 — 36.6 
62 68 Outdoor Life M 25 169,530 158,748 + 10,782 + 68 
illustrated fim 69 Horoscope M 15 160,849 168,562 — 7,713 — 4.6 
e planninim 70 Argosy M .25 153,015 121,322 + 31,693 + 26.1 
8. 66 71 Sports Afield : M 25 149,559 128,968 + 20591 + 160 
—_— l 72 Popular Photography M a3 140,151 110,258 -|. 29,893 a 27.1 
1 dedicated? 73 Field & Stream M 25 132,526 133,630 — 1,104 — pm, 
ha 74 U.S. Camera M 15 131,846 87,001 + 44,845 + $1. 
alr . 75 Tune In M A 129,775 No Statement 7 
76 Flying Aces M Be 129,542 163,185 — 33,643 — 20.6 
abd = 5 77 Vogue Pattern Book Bi-M 32 128,720 121,706 + 7,014 i 9 
; oli 78 House Beautiful M 35 120,981 132,200 — 11,219 — 85 t 
el 4 ° 79 Air News M .20 119,916 129,060 — 9,144 — - a 
industry 80 Skyways M .25 107,941 103,862 + 4,079 + 3. 
5 ine PO 81 Outdoors. .. .20 107,095 67,385 + 39,710 + 58.9 
y 82 McCall Pattern Book... 4timesayr. .35 106.416 97.825 1 8,591 + 88 
is 83 Air World Bi-M 15 106,277 121,942 — 15,665 — 129 
ILDES 84 Outdoorsman Bi-M .20 100,341 100,231 |. 110 - 1 
Chicsr° v 85 Master Detective M BF 87,657 119,584 — 31,927 — 26.7 
1¢ “How Te 0 = oe gs -A = ened \Siaes — oer — f : 
A) : New orker ‘ 70,133 é — i — 12.2 
‘e 4 88 Harper's Bazaar M 50 63,018 55,808 ahs 7,210 A. 12.9 
a 89 American Mercury M Re 62.382 52,909 ol. 9,473 + 179 
= 90 Vogue Semi-M 35 54.401 88,262 — 33,861 — 38.4 
ste__ — 91 Minicam Photography M .25 51,904 41,836 + 10,068 24.1 
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Ups Circulation 


With its September issue, Time 
Sales Financing Magazine, pub- 
lished by the American Finance 
Conference, Chicago, will add 
5,000 copies monthly to its con- 
trolled circulation. It has issued 
rate card No. 2, effective July 1, 
establishing a $200 page rate for 
advertisers. Circulation of the 
magazine is directed to members 
of independent sales finance com- 
panies, 


fal kiactel=™ 
AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its history. Covet this market 
thoroughly with Automotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*78,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


GradeLabelers 
Would Smash Big 
Business: Pegler 


| 


New York, Aug. 7.—The aboli- | 
tion of brand name merchandise | 
would mean the end of the free| 
press and free enterprise in 
America, Westbrook Pegler as- 
serts in an article, “The Truth 
About Grade Labeling,” appear- 
ing in the July Cosmopolitan, 

From the typewriter whose keys 
he has wired for remote demoli- 
tion, Mr. Pegler sets off charges 
in many quarters, but is direct in 
his declaration that grade labeling 
is an insidious campaign to break 
“big business.” 

The movement to establish grade 
labeling and _ obliterate trade- 


marks, he charges, was first pre- 


sented through the Department of 
Agriculture, 
in false whiskers of various pat- 
terns several times since. 


‘Virtuous Device’ 


“It has been camouflaged as a 


| pure food law, as a design to pro- 


tect the people from fraudulent 
claims and excessive prices, 
against which good legal devices 
already exist, and, most recently, 
as a virtuous device to control 
prices and prevent inflation. 
“Briefly, its hidden purpose, in 
all cases, has been to abate and, 
ultimately, to abolish advertising 
in the newspapers and magazines 
and thus to stifle the standard 
American free press and substi- 


tute the subsidized class and 
political press of Continental 
Europe. 


Unions Would Step In 


“Should our free press vanish 
for lack of trademark advertis- 
ing,” he asserts, “the unions would 
be the obvious and logical suc- 


|cessors. Already, they publish 


“and it has recurred | hundreds of weekly and monthly 
| papers, many of them blackmail- | 


ing weapons which shake down 
| contractors for useless and purely 
'‘complimentary’ ads and_ trade- 
mark advertisers for immunity 
| from blacklisting.” 

Pointing out that ‘‘these unions”’ 
collect about one thousand mil- 
lions of dollars a year, “entirely 
aside from the personal graft of 
the element of racketeers, found 
mostly in the A F of L,” he de- 
clares that their publications would 
be converted to dailies to promote 
the ambitions of the union bosses, 
and that these dailies would need 
no advertising revenue. 


Warns of ‘Hate Papers’ 


The large manufacturers, Mr. 
Pegler says, might themselves 
band together to subsidize their 
own press, but this would lead to 
“hate papers, snarling religious 
and racial bigotry. . .” Further- 
more, he asserts, the manufac- 
turers’ press could not long sur- 


The space buyer who tells his advertising story in media 

with a half-hearted readership-interest can look pretty bad with his budget. 
B.R.D.G. books are completely regional-built . . . in language, subject 
matter, appeal and approach. Each paper has a flavor which is 

familiar ground to druggists and their wholesalers in the 5 important drug 
regions. Here you have an intimate readership created through years 

of close contact ... . so, if you want to get “in” in these important markets, 


get in the Basic Regional Drug Group. 


ASIC REGIONAL DRUG GROUP 


ae 


GROUP OFF 


ICES: 2 


PACIFIC DRUG REVIEW 


Remember—you don’t have 
to buy every published drug 
paper to get the penetrating 
local coverage commanded 
by regional magazines. The 
intensive editorial and news 
service, the all-important 
“‘home-town”’ merchandis- 
ing interest, can not be 
duplicated by any other 
papers, national, state or 
association .. . 


NORTH WESTERN DRUGGIST 


THE APOTHECARY 


SOUTHERN PHARMACEUTICAL JOURNAL 


= y 


“e 


642 


SOUTHEASTERN DRUG JOURNAL 
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vive deprived of trademarks 
commercial prestige. 

Asking, “But what in the \ 
has this to do with Quaker 
or Ford cars or Buicks, Frigic aire 
GE or Heinz or Campbell oy tp, 
Gold Dust Twins?”, he ans 
“The purpose of grade labeling ; 
to obliterate these celeb: ate, 
trademarks and all like ther }, 
establishing three arbitrary g: ade; 


of merchandise in all commodj. 
ties, from food to garden hose.” 
Comparing grade labeling t» the 


retarding principle of the 
down system, Mr. Pegler claim; 
that improvements in the quality 
of merchandise, as well as reduc. 
tion in costs, have been brough; 
about “by mass production, the 
incentive of competition, prof; 
and achievement, and that type 
of advertising which not only ap. 
pealed to the customers’ mers 
needs and their sense of economy, 
but stimulated their desire to rid. 
more miles on better tires fo; 
less money.” 

Not the least of Mr. Pegler: 
objections is that governmen 
“graders,” selected without quali- 
fications for the job, would be 
given control of the “conspiracy.” 


CIO Promotes Grades 

While criticizing manufacturer 
for their lack of initiative in com- 
batting the proponents of grak 
labeling, Mr. Pegler admits that 
the CIO “showed us in the recent 
campaign, as the manufacturer: 
themselves found out in their ad- 
vertising long ago, that results ar; 
won by the repetition of simp 
facts and arguments. The CIO i: 
promoting grade labeling. It 
not confusing the people an 
weakening its own propaganda | 
involved discussions of the diff- 
culty of classifying canned pea: 
with due regard for freshness ani 
color or ketchup on the score o! 
viscosity. The CIO will insist that 
advertising costs the consumer 
money. The answer should be 
| constantly reiterated that adver 
tising enables mass_ productior 
which, in turn, permits savings t 
the customers and that until the 
war the American standard | 
living was . . . the most luxuriou: 
on earth, by contrast with that 
Russia, a grade labeling countn 
without brand advertising or : 
free press.” 


Name Mid-South Rep 
The Gleaner and Journal, Her- 
derson, Ky., have = appointe 


Mid-South Dailies, 


Memphis, 3 
their representative. 


6 of this Mark 


/ 


Is $t.Petersbu 


Tampa and St. Petersburg mak: 
metropolitan market with buyin 
of a quarter billion dollars annu.'ly 


is Florida's second largest ma 
2/5 of this market is St. Peters urd 


| No Tampa newspaper has as 

| 400 average circulation in St. Pe‘ersd¥ 
To cover this city, use St. P 
newspapers. 


ST. PETERSBURG, FL 


Reoresented nationally 


Theis “& 


| In Florida by V. J. Obenour, Jr, 
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ep what butter tastes like, read this ... the most intelligent, 

al, Her- ‘ eas ‘ P ‘ 

pointe intelligible appraisal of our food situation that has been 
written to date. Here are exploded some popular theories about criti- 


cal food shortages, by the man who tells exactly what he proposes 
to do to refill America’s depleted larder. Another American Maga- 


Duyin inco 
annuely 
> marcet—? 


gies, 


zine “first” article by recently appointed Clinton P. Anderson, our 
new Secretary of Agriculture. Here’s further evidence that “WHEN 
IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY, 
THEY LIKE TO SAY IT IN THE AMERICAN MAGAZINE.” 


THE CROWELL-COLLIER PUBLISHING CO. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 5, ~ Wr, 


by CLINTON P. ANDERSON 


Our New Secretary of Agriculture 


If your drooling dreams are haunted by juicy visions 
of thick broiled sirloin steaks; if you can’t remember 


FOOD FOR THOUGHT 


A happy corollary to Secretary of 
Agriculture Anderson’s authorita- 
tive article, “WHERE IS OUR FOOD?”, 
in our September issue, is the 
equally authoritative report of The 
American Magazine Poll of Experts, 
on the question, “DOES AMERICA 
EAT AS IT SHOULD?” Conducted 
by Arthur Kornhauser, Ph. D., Bu- 
reau of Applied Social Research, 
Columbia University, this poll brings 
you the answers to one of the most 
important questions of the day, ex- 
pressed through the views and solid 


judgments of leading authorities. 


ee 


Share your American Magazine, then save it 


for the Government's waste paper drive. 


250 PARK AVE., NEW YORK 17, N. Y. 
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Almroth Joins Shellmar 


T. K. Almroth, general adver- 
tising and publicity manager of 
the Owens-Illinois Glass Com- 
pany for more than 25 years, has 
joined Shellmar Products Com- 
pany, Mt. Vernon, O., and Glen- 
dale, Cal., effective Aug. 15, to 
direct Shellmar advertising and 
publicity. The company is a con- 
verter of plastic materials, manu- 
facturing packages for foods and 
other products. 


preterit 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 


War Effort Ads 
Total $13,308,258 
in 5-Month Period 


New York, Aug. 7.—War-effort 
advertising in daily and Sunday 
newspapers amounted to $1,366,- 
066 in May and $13,308,258 in the 
first five months of 1945, exclu- 
sive of 7th War Loan advertising, 
which is to be reported by the 
Treasury as a unit and credited 
to July. This report was released 
last week by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, based on fig- 
ures compiled by the Advertising 
Checking Bureau. 

For the first time in the history 
of the reports, fat and grease sal- 
vage received largest advertising 
support among the 35 individual 
projects backed in May, with an 
expenditure of $208,911, or 15.3% 
of the total. Multiple projects 
representing ads supporting more 
than one project simultaneously, 
stood higher, however, with $295,- 


837, or 21.7% of the total. Third 
was armed forces recruiting (paid 
for by advertisers or donated by 
newspapers) with $176,377 


(12.9%); and fourth was waste 
paper salvage, with $77,309 
(5.7%). 


Of 38 projects backed in the 
first five months of this year, in- 
cluding miscellaneous, Red Cross 
was first with $3,323,877 (25%) 
of the total; armed forces re- 
cruiting came second with $1,780,- 
672 (13.4%), war bonds (exclu- 
sive of 7th War Loan advertising 
in April and May) followed with 
$1,619,517 (12.2%), and fat and 
grease salvage ranked fourth with 
$1,428,940 (10.7%). 


Appoints Brisacher 

Western Waxed Paper Com- 
pany, division of Crown Zeller- 
bach Corporation, San Francisco, 
has appointed Brisacher, Van 
Norden & Staff, Los Angeles, as 
agency for its new product, Mul- 
linix sliced bacon and sausage 
wrapper, Initial advertising will 
appear in trade _ publications. 
Plans are also under way for con- 
sumer advertising. 


Polk Study Shows 
Varying Wear-Out 


Rates for Autos 


Detroit, Aug. 7—R. L. Polk & 
Co., direct mail organization and 
compiler of automobile registra- 
tion lists, completing its first sur- 
vey of passenger car license regis- 
trations since Pearl Harbor, shows 
that automobiles are going off the 
road at a rate of more than 3,365 
a day. 

The survey shows that licensed 
passenger cars declined from 27,- 
700,011 on July 1, 1941, to 24,- 
114,922 on July 1, 1944, a decrease 
of 3,585,089 units, or 12.9%. No 
registration reports were compiled 
for 1942 and 1943. 

Curiously enough, a breakdown 
of the figures by makes of cars 
reveals that there were consider- 
ably more Mercuries and Cadil- 
lacs registered this time last year 
than there were in July, 1941. 
There were 228,664 Mercuries and 
140,134 Cadillacs still on the road 
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In the driving-wheels of a locomotive.. in 
the crankshaft of an automobile engine.. in 


the normal human diet.. 


in the rhythms 


and compensations of life itself, there is no 
rational substitute for balance. 


Radio programming, too, needs balance; 


and, 
gets it. 


at the stations of Westinghouse, it 


news, and dinner-music, to usher-in the 


evenings of sheer entertainment.. 


music.. good comedy.. 


fine 


serious drama. Later 


on, more news and lighter music, and it’s 


almost dawn again. 


Radio listeners may not constitute the 
whole population of the country, but there 


Not only in the variety of the pro- 
grams throughout an average 19-hour day 
of broadcasting, but in the placement of 
the programs., their integration to the 
listening audiences, 

Dawn-hours bring agricultural news and 
views.. then follow the “‘start-the-day-right” 
programs. In mid-morning, domestic 
science and home-making are the principal 
fare. Music and news dominate the noon 
hours, and serial stories are broadcast in the 
afternoons. Then follow children’s hours, 


WESTIN 
saat 


KDKA + WBZ 


WBZA + 


are enough of them to challenge the best 
a radio station can give.. in balancing the 
programming, in selecting material and 
talent for the programs, and in placing 
and spacing such programs for maximum 
listener interest. 


For the benefit of its 18,000,000 poten- 
tial listeners in primary areas alone, West- 
inghouse gives balanced programming top 
priority. Time and again, results under- 
score the wisdom of this Westinghouse 
policy. 


HOUSE RADIO STATIONS Inc 


WOWO + KEX + KYW 


REPRESENTED NATIONALLY BY NBC SPOT SALES, EXCEPT KEX « KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


| Schenectady, 
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in July, 1944, compared with only 
198,187 Mercuries and 135, 1g9 
Cadillacs operating three yea); 
earlier. 


Hudson Stays the Same 


Except for these makes an, 
Hudson, which remained the same 
over the three-year period with 
about 332,000 cars in use, all othe; 
makes showed declines, with the 
low-price models showing a wear. 
out rate higher than that of more 
expensive autos. 

Most registrations in July, 1944 
were those of Chevrolet, 6,(79. 
937. Others were Ford, 5,536,418. 
Plymouth, 3,041,222; Buick, 1. 
542,725; Dodge, 1,479,421; Pontiac, 
1,358,833; Oldsmobile, 1,202,736: 
Chrysler, 584,963; Studebaker, 
568,347, and Packard, 435,664. 

The July, 1941, figures for those 
cars were: Chevrolet, 7,017,237 
Ford, 6,814,386; Plymouth, 3,328. 
477; Buick, 1,665,984; Dodge, 1, 
630,285; Pontiac, 1,466,879; Olds- 
mobile, 1,274,547; Chrysler, 655, 
951; Studebaker, 624,870, and 
Packard, 457,693. 

Thus Ford registrations dropped 
18.7%, compared with 13.3% for 
Chevrolet, 8.6% for Plymouth; 
7.4% for Buick; 9.2% for Dodge: 
7.4% for Pontiac; 5.6% for Olds. 


mobile; 10.8% for Chrysler; 9% 
for Studebaker, and 4.8% for 
Packard. 


Saratoga-Belmont Plans 
Three-Media Campaign 


Newspapers, magazines and ra- 
dio will be used by the Saratoga 
Racing Association for its month- 
long meeting being held again 
this year, because of travel re- 
strictions, at Belmont Park. Be. 
sides daily and weekly newspaper; 
in the Saratoga Springs area, 
large list of papers in New York 
City and Long Island will be 
used. Magazines include Cu 
Promenade and The New Yorker. 
Transcribed spot announcements 
will be aired on WGY and WSNY 


WOKO, Albany. 


Leighton & Nelson, Schenectady’ 


handles the account. 


Joins ‘House Beautiful’ 


Fred M. Hodgdon, honorabl) 
discharged ensign in the U. § 
Naval Reserve, has joined Hous 
Beautiful as western representa- 
tive working out of the Chicag 
office. Mr. Hodgdon was former!) 
a midwestern representative for 
Flying and Industrial Aviatior 
and before that was connected 
with the merchandising depart- 
ment of the Chicago Herald- 
American. 


Best in 50.. 


In addition to plans for vastly 
improving Greensboro’s busi- 
ness section, the industrial pic- 
ture is equally postwar promis- 
ing. MANY new plants are 
coming in on a permanent basis 


Recently, a great Chicago com- 
pany, makers of sleeping £2!- 
ments for children, located in 
Greensboro, stated that of more 
than 50 cities surveyed 1) 
“found Greensboro by far ‘he 
most progressive city of its 
size.” 


This ideal TEST market, ‘ty 
Zone, 82,552; Trading 
590,174, is at the peak 

growing prosperity. And ‘hé 
News and Record covers \LL 
this area . . . POPULAR!!Y 


National Representatives 


WTRY, Troy, and 
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MULTUM IN PARVO 


. . or freely translated, ‘‘making a little go a long way.” 

Continuation of wartime economy, with its ever-tightening restrictions 
on food and food buying . . . its tight budgeting of income to leave 
something for War Bonds . . . its need for precise knowledge of nutrition 
for health, of the relation between conservation and wise buying . . . gives 
the women’s pages of metropolitan newspapers added importance in the 
eyes of patriotic American women. 

Women of today have learned the hard way how to budget, how to 
conserve, how to meet rationing and still keep the family well-fed, healthy, 
reasonably happy and content. But they still turn to the women’s pages 
of their favorite morning newspaper for daily reiteration of ways and means 

. where the wanted, needed information about “making a little go a 
long way”’ is the first order of the day, every day. 

Like the food pages of The Chicago Sun, edited by Mrs. Ethel Somers 
Women read Mrs. Somers in The Sun regularly and thoroughly, always with 
interest and open-mindedness. Her pages hold a high readership* because 
they prove both practical and helpful—consistently; because they meet the 
need for exact information on how to make the most of what is available. 

This high readership pays off aplenty in sales for food and household- 
product advertisers who seek a responsive audience of women scanning the 
ac vertisements every day with minds and pocketbooks open for business. 
These advertisers find The Sun a better advertising medium because of 


». Somers’ forthright, factual, timely approach to the women of this 


great Middle Western market, America’s second largest . . . are continually 
profiting by those women seeking the products required to carry out the 
practical suggestions offered in The Sun’s food pages. 

‘Multum in parvo’’ applies to advertising in The Sun, too. A little 
goes a long way toward making your merchandise a “‘must’’ with women 
who have daily food problems to solve, solve them by and with The Sun. 
... Proof?.. . Here’s plenty: witness scores of independent food merchants 
using The Sun’s unique Food Directory every Friday, and who depend 
solely upon resu/ts for continued appearances. They prove to those national 
advertisers who seek the support of retailers in a community how necessary 
it is to turn to the local medium which these alert grocers use and find 
profitable. Any medium effective for local advertisers rates selection by 
national advertisers who are just as keen on resu/ts/ 


Better think it over . . . better still, investigate. 


*Publication Research Service, conductors of The Continuing Study of Newspaper Reading, made an inde- 
pendent study of Chicago Sun food pages, report an 82% to 86% readership by women . . . as against a 
readership variation of 80% down to 50% of food pages of those newspapers included in Continuing Study 
reports publishing such pages. 


THE CHICAGO SUN 


400 West Madison Street, Chicago 6, Illinois 
250 Park Avenue, New York 17, N.Y. 


nal Representatives: THE BRANHAM COMPANY + CHICAGO: 360 North Michigan Ave.» NEW YORK: 230 Park Ave. + Atlanta + Charlotte + Dallas + Detroit +» Kansas City + Los Angeles * Memphrs + St. Louts + San Franctsco 
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Kerby, Tormey 


Join Grant 


Philip Kerby, formerly director 
of national media for the National 
Association of Manufacturers and 
director of institutional promotion 
for NBC, has joined Grant Ad- 
vertising, New York, in an execu- 
tive copy capacity. Previously, 
Mr. Kerby was copy chief for 
Geyer, Cornell & Newell, New 
York, and account executive with 
Fuller & Smith & Ross, handling 


EYE’ CATCHERS 


World’s 
greatest col- 
lection adv. 


FREE! 


photos. All lines business 
. . . @ll situations. Top 
models . . . fine photog- 
raphy. Multiplies pull of 
promotions. Shot new 


each month. 10,000 sub- 
jects available. Money 
saving subscription plan. 
NOT STOCK PICTURES. 
FREE proofs and details 
on request. No obliga- 
tions. No salesmen. 
EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 


|radio and institutional divisions. | 

John J. Tormey, formerly with | 
| William Esty & Co., New York, | 
has joined Grant Advertising, | 
|New York, as account executive | 
on the Bendix Aviation Corpora- 
ition account. Mr. Tormey was} 
with Lord & Thomas, now Foote, 
Cone & Belding, for 21 years as| 
account executive on Lucky} 
Strike, Schenley and RCA. 


Halverstadt Named 
Head of BMB Committee 


A. N. Halverstadt, media di- 
rector of Procter & Gamble Com- 
pany, Cincinnati, was named 
chairman of the technical re- 
search committee of the Broad- 
cast Measurement Bureau at the 
group’s first meeting in New York 
Aug. 1. Following the meeting, 
BMB announced it will develop 
data on radio ownership by county 
and principal city throughout the 
country in January, 1946, as a 
corollary service to its measure- 
|ment of member stations. Next 
meeting of the technical group 
will be Aug. 29. 

Other members of the commit- 


tee present were Robert Elrick, 


Berner, G. Washington Coffee Re- 
fining Company; Don Johnstone, 
representing William Farrell, Ben- 
ton & Bowles; Edward Evans, 
American Broadcasting Company, 
and Barry Rumple, National As- 
sociation of Broadcasters. 


Shoe Company’s Product 
Tested by 100 Children 


How more than 100 children are 
the test pilots for Poll-Parrot 
shoes is being told in an extensive 
advertising campaign now ap- 
pearing for Roberts, Johnson & 
Rand, St. Louis, a branch of In- 
ternational Shoe Company, in na- 
tional magazines. 

According to R. L. Jordan, 
general manager, records kept of 
the wear on the shoes help the 
company build shoes that conform 
with, and help, the proper growth 
of children’s feet. 


To ‘Park East’ Sales 


E. Travis Haenisch, formerly 
with Hollywood Woman and 
Beauty Fashion, has joined the 
sales department of Park East, 
New York society magazine. 
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“Maybe he never wore a coon-skin 
eap. but he is a pioneer 


@ Back in May, 1932, when we first hung out our 
station-representation w 
that there had been time brokers, and a few 


had maintained sales offices in big advertising 


shingle, 
as a brand-new idea. Before 
stations 


centers. 


But the whole system was clumsy and inefficient, and 


both agencies and stations had one heck of a time in try- 


ing to develop spot-broadcasting business. 


We're proud to have bee 


n pioneers, but prouder still to 


feel that even now we are continuing to set the pace for 


the easier, more resultful use of spot broadcasting. And 


after V-J day, we bet that’s going to mean even more 


than it does today. 


Vy 


Franklin 6373 Plaza 5-4130 


Pioneer Radio Station Representatives 


Mp), FREE & PETERS, we. 


Since May, 1932 


CHICAGO: 180 N. Michigan WEW YORK: 33; Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 633: Hollywood ATLANTA: 322 Palmer Bidg. 


Cadillac 1880 Sutter 4353 
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EXCLUSIVE 
REPRESENTATIVES: 
WGR-WKBW...BUFFALO 
. . » eee CINCINNATI 
4 | | Serre DULUTH 
.. se Prrer FARGO 
WISH .... INDIANAPOLIS 
WJEF-WKZO ....GRAND 

RAPIDS-KALAMAZOO 
KMBC ....KANSAS CITY 
LL: re LOUISVILLE 
WTCN ...MINNEAPOLIS- 

T. PAUL 
WMBD........ ..PEORIA 
OSS ST. LOUIS 
WEBL .....0.. SYRACUSE 

IOWA 
Oo DES MOINES 
| eee” VENPORT 
| ey SHENANDOAH 
SOUTHEAST 
WwCBM .. BALTIMORE 
WCSC ..... CHARLESTON 
.. Pere OLUMBIA 
| 9: SPR re RALEIGH 
We cescvced ROANOKE 
SOUTHWEST 

KOB .....ALBUQUERQUE 
KEEW ...BROWNSVILLE 
KRIS..CORPUS CHRISTI 
2 Faery HOUSTON 
KOMA.OKLAHOMA CITY 
GEG. cideseciones LSA 

PACIFIC COAST 
So) ee PORTLAND 
KIRO ... SEATTLE 

and 
WRIGHT -SONOVOX, Ine. 


Hollywood 2151 Main 5667 


|Aluminum Company of America| Quaker Oats Company; Frederic | 
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Lt. Frederick R. Riger, a B-26 pilot attached to the 557th bon })- 
ing squadron of the 387th bombing group with 34 missions unde; 
his belt, writes the Fred Wittner ad agency in New York, where he 
was with the copy and production dep’ts, that he’s teaching advy-r- 
tising and journalism in the extension university set up for GI« 
stationed in France. He hopes agency men in the U. S. will seng 


current material to illustrate his course. Lt. Riger’s address is APO 
140, c/o Postmaster, New York... 

Maj. Leon Danco, formerly head of McKesson & Robbins’ Lucretia 
Vanderbilt cosmetic division, is recuperating at Oak Knoll na 


hospital, Oakland, Cal., after 18 months in the Pacific. .. Virginia 
Elizabeth Gaylord, daughter of Edward K. Gaylord, pres. of ‘he 
Oklahoma Publishing Co. and ed. & publisher of the Daily Ok!a- 
homan and Oklahoma City Times, will be married Aug. 14 at her 
parents’ summer cottage at Estes Park, Col., to Maj. Thomas Robert 
Davis, AAF.. . 

William Benton, chairman 
of Encyclopedia Britan- 
nica, Inc., appeared on the 
first program, Aug. 11, in 
the new weekly series 
conducted by the CED 
over American Broadcast- 
sng Co. i. 

For the 6th consecutive 
year, H. Victor Grohmann, 
head of Needham & Groh- 
mann ad agency in New 
York, is conducting the 
course in advertising & 
sales promotion during 
the summer session at 
Cornell U... 

Ernest L. White, pres. 
of the Post-Standard Co., 
Syracuse, N. Y., is getting 
along nicely following a : 
major operation at Uni- ™s.9*-& 
versity hospital. . . Pvt. 
Frederick J. Marks, for- 
merly in the nat’l ad dept. 
of the Hartford Times,, is 
home in Hartford, Conn., 
on a 30-day furlough, fol- 
lowing service in the ETO 
with the 2nd _ Division, 
15th Field Artillery. 

Pfc. Justin O. Buckeridge, formerly with J. O. Buckeridge & As- 
sociates Advertising Agency, Detroit, has been appointed ed.-in- 
chief of “The Talon,’ weekly news mag of the 17th Airborne Div 
The printing is done in Essen, and engravings are made in Dussel- 
i ae 

Columbia University, in cooperation with NBC, will offer five new 
courses in radio during 1945-46, covering news broadcasting, pub- 
licity and promotion, acting, home economics broadcasting, and 
classroom radio. NBC teachers include Adolph Schneider, news ed 
*z acting mgr. of operations for NBC’s news & special events; Wil- 
liam F. Brooks, director of news & special events; Jane Tiffany 
Wagner, director of home economics; Sydney H. Eiges, mgr. of th« 
press dep’ts and Charles P. Hammond, director of adv. & promotion 

Henry E. Isola, one-time sec’y and publicity chief for the Amateur 
Bicycle League of America, is on 30-day leave in New York after 
two and a half years in the CBI theater where he was sports ed 
of “Arc Light,” American Red Cross publication, and ed. of “Buck 
Sheet,” the Ledo Road Army publication. He’s now writing ‘ 
sportsletter to the boys of the Pacific and CBI theaters, and look- 
ing for a sponsor... 

Nathaniel Singer, pres. of the Soft Lite Lens Co., and Mrs. Singe: 
flew to England July 26 to extend operations of the London office. . 
Harry C. Hatch, pres. of Hiram Walker-Gooderham & Worts Lid. 
flew from LaGuardia Field the same week for a three-week visit 
to the company’s subsidiaries in Great Britain. .. Lt. Kenneth W. 
Plumb is back at Federal Ad Agency, New York, as v.p. and director, 
after release from active duty in the Navy, in which he served as 
officer in charge of the adv. section, Office of Public Information, 
Third Naval District. 

Paul Huey, on leave as western manager of The Progressiv' 
Farmer, serving with the air service command in the Pacific, a‘ 
been promoted from major to lieutenant colonel. .. Lt. William U. 
Wiley, USNR, former nat’l ad mgr. of the Cincinnati Enquirer, is 
home on terminal leave prior to being placed on inactive statu 

Donald Molony of Detroit, 17-year-old Coast Guard hero of 
Empire State building plane crash, has been offered an 8&-y! 
scholarship to study medicine by James E, Stiles, publisher of ‘h¢ 
Nassau Review-Star, Rockville Centre, L. I. . . Edward H. Weit 
formerly director of research and marketing for two New Yor 
agencies—White, Lowell & Owen and Lawrence Fertig—is a lt 
in the Army, now deputy chief of staff to the commanding ger :ré! 
of the U. S. Army’s Oise intermediate section in France. . . Will): 
T. Bomar, McKesson & Robbins v.p. and gen. sales mgr. of the N 
ville Berry-Martin div., recently won the President’s Cup a’ 
Longshore Country Club tournament, Westport, Conn. . . 

Walter Child, Block Drug export sales and ad. mgr., will 
Sept. 1 for a two-month tour of South America. .. Jules B. Si’: 
v.p. of Newark’s Federal Advertising Agency, is on a two-\ ¢e 
vacation at his summer home at Riverhead, L. I. .. Edward J. N 
chairman of American Broadcasting Co., is new chairman < 
service div. of the New York National War Fund... H. A. Mit: 
McCann-Erickson v.p., left Aug. 1 via clipper to visit the age cys 
London and Paris offices. . . Another plane traveler is Morrs *: 
Shipley, gen’] mgr. of the Inter-American Research Service a : 
the Inter-American, who left New York July 31 for Guatemala —!5 
on the first leg of a Caribbean trip which will include Mexic 
Cuba. He’ll be back about Sept. 1... 


MARIANAS STATION—Lt. 


W. E. Baldwin, 
right, former advertising representative for 
the Milwaukee sales division of Standard Oil 
Co. (Indiana), is in charge of storage and 
issue of vehicle gas and oil in this service 


station in the Marianas. With him is Corp. 
Dominick Dalia of Chicago. 
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It isn't right for a plate buyer to take his worries 


« &s ee 
“ = = 


at. “ee 


home with him. It doesn’t make for a happy home life. 
May we suggest that he turn his future plate problems over 
to us and then, without worries, go home to a wife who 


no longer wants to feed him ground glass in his spinach. 


Collins, Miller & Hutchings 


Chicago Photo-Engravers 


207 North Michigan Avenue, Chicago ], Illinois 
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AFA Elects Six . 
The Advertising Federation of Auto Dealers Hit 

America has elected the following 

to membership: American wire OPA Plan on 


Corporation, New York; Public * =]: 
Service Electric & Gas Company, Price Ceilings 
Chicago, Aug. 7.—W. L. Mallon, 


Newark; Barnes Advertising 
Agency, Milwaukee; Jaap - Orr! . ; 

Company, Cincinnati; MacNair-| president, National Automobile 
Dorland Company, New York,/! Dealers Association, protested here 
and Sun-Journal, New Bern,N. C. 


= bk) 


turers for higher ceilings, Walter 
Shoemaker, price executive of tlie 
OPA’s machinery branch, warned 
Chicago Association of Commerce 
members last week. 

He warned, also, that even ‘4 
cases where manufacturers qua - 
ify for price increases, their new 
prices will seldom be much high: , 
than existing ceilings. 


Help a Fellow Get a Job 


ApveERTISING AGE’s Job Hunter has more than a hundred 
jobs open for admen, artists, space salesmen, production 
men, and others. 

If you know a World War II veteran who wants a job in 
advertising, publishing, radio or related fields, tell him to 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 


last week against a rumored OPA 
plan to reduce dealers’ discounts 
in its effort to hold automobile 
prices close to 1942 levels. The 
protest was made at a meeting of 
Washington OPA officials with the 


write Job Hunter, Apvertistnc Ace, 100 E. Ohio St., Chi- 
cago 11, for a FREE job application form. Novice or vet- 
eran—Kasterners, Westerners, Southerners—men or women 
—all World War II vets are eligible for this free service. 
And if you’re looking for a good man for your own shop, 
tell Job Hunter what you want and she'll rush suitable 


Industry-wide pricing whic} 
will obtain in the automobile, r. 
frigerator and some other indu 
tries will allow more liberal projit 
margins than are provided by or- 
ders recently established for in- 


‘'- 


articles on postwar themes. Many —— _ sumanese sdvincy veterans’ applications to you by return mail. dustries generally, Mr. Shoemaker 

organizations are. building postwar COREeee. : promised. 4 ; 

reference files NOW. We have back Rae E. Walters, regional OPA He explained that increased ad- 

issue files of most business papers. | director here, denied that the wae : : f ministration and overhead ex- 
Write for Booklet No. 20, “How Busi- | @gency had ever contemplated half of 30,000 dealers still in busi-| to hold their prices down to pre- penses built up during the war 


ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


FARM GENERAL 


BUSINESS 
PAPERS JK PAPERS JK MAGAZINES 
221 MN. LASALLE ST., CHICAGO 1, ILL. 


such a plan. Dealers will not be 
forced to absorb higher car manu- 
facturing costs, he asserted. 

Mr. Mallon emphasized that 
auto dealers’ profits for the three 
years just prior to the war aver- 
aged about 1% of sales, and that 
they have made no profit during 


ness and 10,000 who have closed 
shop because of lack of cars to 
sell and of mechanical help. 
“Car buyers,” he asserted, “see 
no reason why in the face of in- 
creased costs in the manufactur- 
ing end, and similar costs as well 
as curtailed stock losses by deal- 


war levels.” 


FEW PRICE INCREASES 
SEEN AS EXTENSIVE 

Chicago, Aug. 7—New OPA 
orders setting forth methods by 
which manufacturers may get in- 
dividual price relief contain many 
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will not be allowed as a basis for 
price increases (AA, July 23). 


Jaycee Groups 
Honor Radio 


the war. He said he spoke in be- | ers, these two groups should have | limitations disqualifying manufac- Week of Aug. 26 
Washington, Aug. 7.—The 
2: United States Junior Chamber of 
| - ; si Commerce has proclaimed the 
At SSAC WT TEES TY week of Aug. 26 to Sept. 1 “Jaycee 


Radio Week,” to honor the radio 
industry for its role in the main- 
tenance. of free speech. Both the 
radio industry and the civic group 
are celebrating their 25th anni- 
versaries this year. 

Jaycee groups in every city 
where there is a radio station or 
network headquarters have sched- 
uled meetings or events for that 
week. Theme of the nationwide 
observance is “Freedom of 
Speech,” and tribute will be paid 
in particular to radio as a medium 
which has become “an institution 


Ee ee ki pats to guard the free channels of 
Be 2 ites See owe 7 communication and unprejudiced 
Sts tee tert St ts freedom of speech.” 

-* aoe “ore 


Keeping your product 


before newcomers on the move 


TT war has shifted millions of Americans 
to new locations in the land. Through the 
familiar pages of the Classified section of the 


Telephone Directory these strangers quickly 


stations for branded products. 


locate tradespeople and dealer_and service 


Here is a typical statement in a recent sur- 


vey among the users 


“Recently moved here 


of the ‘yellow pages.’ 
from another state. Had 


little knowledge where to trade. The Classified 
helped tremendously.” 


That’s another example of the general use- 


fulness of this book—for needs at home and 


in industry too. 


Winfield Weitzel, national Junior 
Chamber vice-president in charge 
of public relations, Washington, 
is working with Willard D. Egolf, 
National Association of Broad- 
casters’ director of public rela- 
tions, to coordinate the activities 
of local Junior Chamber groups 
and broadcasters. 


Hinks Reijioins JWT 

Kennett W. Hinks has rejoined 
J. Walter Thompson Company in 
the New York office as vice-presi- 
dent and account executive after 
three years in the armed serv- 
ices, first with the Navy and re- 
cently with the Office of Strategic 
Services. Mr. Hinks joined JWT 
in 1921 and was successively Pa- 
cific Coast manager, central Euro- 
pean manager and vice-president 
and account executive in the Chi- 
cago office. 


Names Simpson-Reilly 

Candy Industry has appointed 
Simpson-Reilly Ltd., San Fran- 
cisco and Los Angeles, as Pacific 
Coast representative. 


‘On the Pacific Coast 


hobbies 
are different 


For instance, he-guys f1 
Seattle to San Diego regul: 
send their personally conco: 
recipes to the only magaz °¢ 
that’s devoted entirely to W: * 
ern Living. It’s Sunset, of cou -¢: 

(Hundreds of Man-M:¢ 
recipes have been published ' 
Chefs of the West departme" 
of Sunset Magazine. ) 
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He's weathered twenty years 


...and become the best-known weather prophet in New England 


Fk" two decades the legends of Thor and 

his thunderbolts have been outdone by 
the uncanny (but true) stories New Eng- 
landers tell about WEET’s fabulous weath- 
erman, E. B. Rideout. 

E. B. alerted New England for the hur- 
ricane of 1938 and the St. Valentine’s Day 
blizzard of 1940. Before the war, the Army 
and Navy scheduled salvage and practice 
operations in accordance with Rideout’s 
predictions. The New York Times relied on 
him for its skiing forecasts. 

Once a back-country farmer whose wife 
was expecting told E. B. his well was run- 
ning dry; anxiously asked if he should move. 


Rideout forecast showers—and enough rain 


came to save the well, the wife, the baby, 
and the reputation of WEEI’s weatherman. 

Down on Cape Cod they cut ice and 
flood cranberry bogs when Rideout says to. 
Farmers, fishermen, highway commission- 
ers and public service people plan their 
work according to his word. Yacht clubs 
from Marblehead to the Sound book races 
on the dates E. B. picks. And to everyone 
from shoppers to schoolboys Rideout is an 
unfailing barometer. 

So far, 231 students have shared his 
knowledge and experience. Proteges of his 
are teaching meteorology and forecasting 
weather for the armed forces from Green- 


land to the Persian Gulf. 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 


Rideout’s accurate predictions of the 
biggest storms, the coldest and hottest 
“waves , the day-to-day variations in New 
England weather have made him the most- 
quoted radio personality from Maine to the 
Cape. To New Englanders, Rideout is typ- 
ical of the personalities and public service 
that make—and keep—WEEI “Columbia's 
Friendly Voice in Boston.” 
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Business Paper 
Ad Volume Gains 
10.6% During July 


Chicago, Aug. 8.—With export 
publications leading the parade, 
advertising volume in July issues 
of business papers gained 10.6% 
over that run in similar issues of 
a year ago, according to the com- 
pilation of monthly reports to In- 
dustrial Marketing. 

In all, 175 publications carried 
24,092 pages of advertising last 
month, compared with 21,778 
pages in July, 1944, issues. 


x WOOD « 


Well read and liked by the important men 
ta a great industry—men who are work- 
ing te achieve wood's exciting future. 


PRODUCTS 


Thirteen papers in the export 
field reported a total of 1,302 
pages of advertising in July, com- 
pared with 991 pages last year, 
for a net gain of 31.4%. For the 
first seven months of 1945, this 
classification is 17.1% ahead, with 
a total of 7,622 pages of adver- 
tising. 

In the industrial group, 107 pa- 
pers carried a total of 17,295 pages 
of advertising in July issues, up 
11.2% over the 15,548 pages a 
year ago. Their gain for the 
seven-month period amounts to 
11.7, with a total of 119,886 pages. 

Actual page gain for trade pub- 
lications amounted only to 2% for 
July, partly because the ad vol- 
ume for last year included a spe- 
cial issue of Hardware Age, carry- 
ing 581 pages of advertising, com- 
pared with 139 pages last month. 
The 35 publications in this group 
ran a total of 3,607 pages, com- 
pared with 3,535 pages a year ago. 
For the seven-month period this 
classification shows a 23% gain, 
with a total of 27,026 pages of ad- 
vertising. 

Twenty class publications ran 


a total of 1,888 pages of advertis- 


ing in July issues, up 10.8% over | 


the 1,704 pages of a year ago, and 
are 9.4% ahead for the seven- 
month period, with a total of 13,- 
344 pages. 


White Rock Elects Koch 


Richard W. Koch, who joined 
White Rock Corporation, New 
York, when it was acquired by 
National Distillers Products Cor- 
poration, has been elected execu- 
tive vice-president, and will head 
an expansion program planned for 
White Rock sparkling water, gin- 
ger ale and other beverages. Mr. 
Koch was associated with Owens- 
Illinois Glass Company, Toledo, 
for nine years, and more recently 
was assistant to the president of 
the Brewing Corporation of Amer- 
ica, Cleveland. 


Mathes Promotes Two 


William Theodore Okie, vice- 
president of J. M. Mathes, Inc., 
New York, and Douglas R. Hatha- 
way, in charge of the media de- 
partment, have been elected direc- 
tor and vice-president, respec- 
tively. 


Af 


she hasn’t threatened to leave!” 


What is the story of Cleveland’s daytime audience? 


It is a record that goes like this— 


Today, in addition to outstanding MORNING leader- 
ship, WJW tops all regional stations in Cleveland 
AFTERNOON audiences. 


Furthermore, this position was achieved four months ago 


and has been maintained continuously. 


Advertising Age, August 13, 19 


) 
‘These figures, compiled by Industrial Marketing, must not be quoted or reproduc 4 
without written permission. Unless otherwise noted, all publications are month! os 
and have standard 7x10 type pages. 
Pages Pages 
1945 1944 1945 19 
Industrial Group West Coast Lumberman.. §110 
Aero Digest (semi-mo.)... 284 849| Western Construction 
Air Conditioning & Refrig- Sat nas eee sac<aes 116 5 
eration News (w) (11%x WOOG WOEKST oicsscdeces *63 2 
16) cesses. eres 763 748 | Woodworking Digest (44%4x 
American Aviation (semi- _, |) ORS rere *85 3 
MRE. chs s idea os dds ae cs *96 *110 agrege 2 —— 

American ed Fatah 100 58 (| RR eer ee 17,295 15,518 

| 98 80 a . 
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NBC Issues Manual | 


NBC has released the 1945 edi- | 
tion of its principles and policies | 
pertaining to programs, together | 
a working manual for con-| 
tinuity acceptance. The 32-page)| 
booklet incorporates changes and| 
additions made by the network | 


| during the past year. 


Jean King to BMB 


Jean King, former director of | 
public relations of C. E. Hooper, | 
Inc., New York, has joined Broad- | 


cast Measurement Bureau, New 
York, as assistant to Paul Peter, 


‘executive secretary. 
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| America Faces West ann Sours 
AND SouTHWEST 


... West because out there 
a war has still to be won. 

... south because that way, 
am in Mexico and on beyond, 
: lie America’s highest hopes 


for a future of prosperity and 
peace. 


... southwest, to Texas, 
because millions of Amert- 


Ready Now cans have learned that the 

Tide of Empire 1s flowing 

THE TEXAS this way, that Dallas is a cap- 

ALMANAC ital of the land of business 

7 and State Industrial Guide opportunity . . . not only 
Published by the Dallas News tomorrow, but 
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A book that should be on the desk 
of every advertising and sales execu- Joday- 
tive. 
Paper Bound, by Mail Prepaid 
Cloth Bound, by Mail Prepaid....... $1.15 


PJ filiates: Radio Stations — 
WFAA and KGKO — 
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Hinkle to Fawcett 


Edgar Hinkle, member 
sales promotion 


WLS, Chicago, has 


Midwest Grange Head 


at 75 E. Wacker Dr., Chicago 11. 


of the 
department... of 
resigned to | 
join the Chicago office of Fawcett | 
Publications as a space salesman. 


E. J. Powers has been named} 
midwestern representative of the 
Grange Farm Group, with offices 


MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEW YORK 17,0. 


WPB Reveals 
Lower Pulpwood 


Receipts 


| New York, Aug. 7.—Total pulp- 


| wood receipts by U. S. mills in the 


lfirst six months of this year (5,- 


|386,500 cords) were 1% below 
those of the same period a year 
ago, with domestic receipts (7,649,- 
800 cords) off last year’s six-month 
'total by a like figure, the forest 
products bureau of the WPB dis- 
\closes in a semi-annual report 
made public by the War Activities 
| Committee of the Pulpwood Con- 
| suming Industries. 

| Based upon the WPB quota of 
/15,000,000 cords sought for 1945, 
domestic receipts for the first six 
‘months of this year are lagging 
| by almost 5%. The pulpwood com- 
/mittee pointed out that 8,350,200 
‘cords of domestically produced 
|pulpwood must be delivered to 
|mills during the last half of this 
| year to offset the production lag 
‘that occurred from January 


through June. “The amount of 
pulpwood necessary to make the 
quota: is 10% more than was pro- 
duced in the last six months of 
1944, and 13% more than the four 
year average,” a committee spokes- 
man said. 

WPB also has revealed, the 
committee pointed out, that “in- 
ventories of pulpwood at U. S. 
mills have declined about 18% as 
compared with a year ago.” Rea- 
sons behind these “alarming in- 
ventory decline,” the committee 
says, are twofold: Post-V-E mili- 
tary requirements for forest prod- 
ucts have been heavily increased 
in order to further the Japanese 
war, and inadequate domestic 
pulpwood production has forced 
U. S. mills to dip into stock piles. 


Forms Mexican Company 


Celanese Corporation of Amer- 
ica has formed Viscosa Mexicana, 
S.A., Mexico City, to produce and 
sell viscose rayon yarns in Mex- 
ico. Dr. Damille Dreyfus, presi- 
dent of Celanese, will also head 
the new company. 


Postwar Appliance 
Wants Revealed in 
New Curtis Study 


Philadelphia, Aug. 7.—Radios, 
washing machines, refrigerators, 
vacuum cleaners, cooking ranges 
and irons head the list of appli- 
ances which will be bought in the 
first two years after they become 
available, according to an urban 
housing survey conducted by the 
Curtis Publishing Company. 

The study covers many facets 
of the home building market and 
is based on interviews with fami- 
lies in 35 states and 118 urban 
centers (AA, June 25). More than 
4,000 families were interviewed. 


List Expenditures 


Of the 78% who plan to buy 
appliances within two years after 
they become available, the median 
expenditure will be $211, with 
15.4% expecting to spend between 
$300 and $499. Most of the pur- 
chases will be replacements, but 


“It’s my news print... I wear it to help my hoss when he’s 


picking a newspaper in Cincinnati”’ 


Most space buyers need no reminder. Pretty well known, all around, 


by now, 


solid, 


The 


Cincinnati Enquirer 


that Solid Cincinnati reads The Cincinnati Enquirer. 
at The Enquirer will tell you why. 


Alert. Never dull. On its toes to bring 
its readers the nation’s top features—constantly checked by what-do- 
you-want-more-of-what-do-you-want-less-of surveys. Crisp news editing. 
Streamlined for easy reading. The kind of newspaper that appeals to the 
thinking, doing people you like to talk fo in vour advertising. 


is represented by Paul Block and Associates 


A ae 
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there will be some customers w \, 
will buy appliances for the fj s 
time. 

Among the latter group, rad 


phonographs, automatic wash g 
machines, food mixers, hone 
freezers, ironers and dishwashers 
have the greatest relative sa’ex 
opportunities. 


Radios will be bought by 27.) 
of the people interviewed, more 
than half of them wanting 
radio - phonograph combination. 
Median estimated expenditure {o, 
a radio will be $170, but the larg 
est group expressing an opinion 
was 16.7%, who will pay between 
$200 and $299. 

Refrigerators will be purchased 
by 25.5% of the families, 87% of 
them preferring electric models. 
The median price to be spent is 
$196, and 27.7% of those inter- 
viewed will spend between $200- 
and $299. 


Want Regular Type 


Although 25.3% plan to buy 
washing machines, the majority 
of them will buy the regular type. 
Median expenditure for regula: 
machines will be $111, and auto- 
matic machines in the $176 price 
range will be most popular. 

Vacuum cleaners will be pur- 
chased by 21.7% of the familie: 
and the median expenditure wil! 
be $80. Cooking ranges will be 
bought by 21.5%, and preference 
is evenly divided between elec- 
tric and gas models, averaging 
$155. 

Air conditioning equipment will 
be bought by 29.3% of the fami- 
lies interviewed, 56.9% planning 
not to do so and 13.8% having no 
opinion. Interest in air condition- 
ing equipment is higher among 
the higher income levels. Of 
those planning to install such 
equipment, 81.8% prefer some 
kind of central system and 17.1% 
prefer an individual room cooler 
The former will have a median 
price of $250 and the latter $189 

Favorite method of paying fo: 


appliances, equipment and _ fur- 
nishings is cash, preferred by 
63.9%. Instalment financing is 


preferred by 18.5% and deale: 
credit by 13.9%. 


Magers Joins Agency 

Ken Magers, after 20 years as 
advertising and publicity man- 
ager of the Cincinnati Gas & 
Electric Company, has returned t 
advertising agency work with 
Foster & Davies, Inc., Cleveland 
A former president of the Public 
Utilities Advertising Association 
he also served as publicity direc- 
tor of the Cincinnati Electrical 
Association. 


Durstine Ups Travers 


Ellis Travers, manager of the 
(Chicago office of Roy S. Durstine 


Inc., since its opening in March 
1944, has been elected a_ vice- 
president. He was formerly vice- 


president and Detroit manager 0! 
Ruthrauff & Ryan, Inc. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAV 


The Register is rated* ° 
7th test market in the U 5. 
—2nd in New England. \ 
@ minimum cost you Fr 
urban and suburban po ou 
lation. 


“independent Survey of Providence 


W 
hon 
of 
manu 
land ! 
nas 1s 
dent” 
birthed 
The 
he h 
fts ve 
man | 
intern 
total | 
ets | 
Sep: 


heldc 
Royal 
pnd 
Bis vi 
ts sal 
wey, é 
harge 
nce ‘ 


Artl 
ber, 

olem 
‘lares 
nelud 
an M 
Saturc 


yutlet: 
leatin 
ied Pp 
ware 

i, 
Alor 
ising, 
De Spe 
hisplay 
ieces 
Add 


luded 
Inited 
anad 


= F > Ms. ee ' -— o z ee : 
= ee Ad 
ee | | | 
ee , 
| | H 
| | on 
7 
| am ee 
KL 
giebr= 
wee ” a ae 
pO tors: actlBETS ave —aeneene es 
oe ere eee 4 unset “gee. oS: nt 
ve at oe ie 
x 4 deat ™ \ nate 3 $033 | 
es f . e z ~ 
sibtieeatiee TT a, tio 
“ea le, | 
see A EE NTT TIT - 
EE | 
_ ail =e i * bop i ig . = } 
a re PE ge Fe i, 
jaa i aot iat. si rt 5: ee. 78 ba ie | 
es Mi 
aa « Seika a ' 
— ie ‘ % P = ni. he we : 
ta re Z , y hie oe | 
Sa ; fae s. - F ‘ ise r th 
_ 7 , yo ee 
, hs aS ae | Sr on i 
ai . 4 2 , : “og q j 7 aE a % ' ee . | pens é 
Me ; " ‘ . 4 q = Me he ay ae ‘2 
Be ”, P ‘a > a 3 P 2 . a " ry UN ; : % pecifi 
P ™ co a, —_ icatio 
Bes Feo a)\q % ~ 
ae gan, a Sl 
f + * Q F x es: ‘ae 
, Aus f \ A \ « ' an as. « 
j , 4 . 3 lieu rh ee y as % 
F f r, : Gs (& F én es, . sf 
J ae / ve . ial . 
a ie? ice > | 
pe ° 4 4 4 a > ie . sg 
& 6 Lot a ae 
a —_—_ iP Beg M 
oN ae ee fe ae i 3 serine 28 
‘ BA, ; +a ‘ hs a 4 
2 ae ’ a 7 po A ee ‘Fae 
5 a iia re SOLID Pee ee , a ° 
F ; co iat a] «ae pian 699 on . — oe 4 ‘ Pi 
3 ; tt 4 tee CING e . 7 34 Pa a ee 7 ie o of 
a } ee 8 eee = _ ar oa 
ot — ei 4 Bec) es Tepiare. me.” a “s . | ea an: 
* Root RS a tM a aes. 4H oN Se 
. pie j ee aie ye hey fe ee tg @ “ " 
sae ‘aS Bi 2 aan Hr: a aa a. O45 
| te ie $ Shy \ 3 Bt ge i “ae W - e | te 
Sy fs Noy RX? = — << . alo 
aes ’ S. . | eS mn at . ] 
caf Vg, 4 aa ae 
~a i a a ai ° 9 b: cyeee - D. J 
‘ “a " en a pas 1C@=-p 
r YS P = > ae lirect« 
” YG | 4 — — 
“/D cmlNg ri ENG > ee ae eee nk, 
aa j yy ay ae i ee a ladon 
> ff’ Cfo smelt: z | nce omat 
ie ADS THe UN J shai. | > - rho 
= ais, cae, ee a r 20 
ek a ee Teer ats 2 ; F es - 
— hs, cn. ORG us fut 
ee, ; art ye git ‘Re a= ‘3 ! See 
°° ' —e ‘S 1 i ie Ce 
a ai | F 3 wee. a ’ oes 
ce Ws ‘ . es "ee. ve ae 
, ae Yel ’ ee lee 4 aii fy be _ — 
— Pe ot, Sd — wa | 
‘ a #9 ah 3 4 * 3 y i 
eae ee a ae ON ; — =... | 
aes ro Se oe : a ae ied eee 
Y ie ~ 4B ty & ON A ae oo Leai 
‘ ag “il See e a oy ; ie aii nv i: q al a . 
ae a 
; =~ 2 wy S ee pepe er ae sro * 
: es a ie ~~ J fe q <3 i ti ieee es iit al aa 
ee tS . ee nee 2 — . 
: a. ee willl oe — ee 
0 SO i 
a a es dates is ate are 
e o = - Cc a 
' Z Bes 
. 
Po is Gti 
The New Taven Regt 
od ee ae . Regrevented by a & 4 
ee ee 4 


An oom i: 


inter- 
$200- 


» buy 
ajority 
r type. 
egular 
auto- 
} price 
2 pur- 
amilie: 
‘e will 
vill be 
erence 
| elec- 
raging 


nt will 
» fami- 
anning 
ring no 
\dition- 
among 


b ee 
cooler 
median 
r $189. 
ing for 
da fur- 
red by 
ting = is 
deale: 


Y 

rears as 
y man- 
Gas & 
irned t 
k with 
eveland 
> Public 
ociation 
y direc- 
lectrical 


) 


- of the 
Jurstine 
- March 
a vice- 
‘ly vice- 
nager 0! 


Bis vice-president, John Graham; 


Advertising Age, August 13, 1945 


Company Report 
Honors Coleman 
on 75th Birthday 


Wichita, Kan., Aug. 8. In 
honor of W. C. Coleman, president 
of t»e Coleman Company, Inc., 
manufacturer of gasoline lamps 
heating equipment, the staff 
ssued a “Report to the Presi- 

on the occasion of his 75th 
hday. 

The 30-page pamphlet outlines 
he history of the company, from 
its beginning in 1900 as a one- 
man sales concern to its present 
international operations, with a 
total of $4,638,884 in current as- 
ets last year. 

Separate reports are given by 
he company’s general manager, 
heldon Coleman; its treasurer, 
Royal R. Sterling; its secretary 
rnd controller, Chester B. Kuhn; 


ts sales Manager, Ralph W. Car- 
yey, and by its vice-president in 
harge Of manufacturing, Clar- 
nce Coleman. 


Boyer Tells Ad Plans 


Arthur Boyer, advertising man- 

pger, outlines the functions of 
oleman’s current ads and de- 
ares its postwar promotion will 
nclude advertisements in Ameri- 
an Magazine, Liberty, Look, The 
Saturday Evening Post and others 
or the consumer, and in Ameri- 
an Home, Better Homes & Gar- 
Hens and Small Homes -Guide for 
pecific markets. In trade pub- 
ications, the company’s advertis- 
ng program will be broken down 
or such specialized distribution 
yutlets as the building trades, gas 
eating equipment dealers, lique- 
ed-petroleum gas dealers, hard- 
ware dealers, appliances dealers, 
Pte, 

Along with publication adver- 
ising, Mr. Boyer said, there will 
be special market sales literature, 
Nisplays, catalogs, demonstration | 
jeces and mailing programs, 

Additional reports were  in-| 
luded from the company’s three | 
Inited States divisions and from | 
anada and Hawaii. 


palomone Resigns | 
D. J. Salomone has resigned as | 
jice-president and general sales) 
irector of Riverbank Canning | 
ompany, New York and River-| 
ank, Cal., manufacturer of| 
ladonna tomato paste and other 
omato products. Mr. Salomone, | 
Who had been with the company 
r 20 years, has not announced | 
is future plans. 

| 

| 

| 


Leading Agencies Rely on 
Foithorn 3-in-] Service! 


We would like to show you 
samples of work that we 
ce regularly producing for 
lcading advertising agen- 
Ces through our COMPLETE 
S°RVICE METHOD of oper- 


C\on. Ad-setting, Engraving 
Cod Printing ... all under 


°.E roof. Phone or write to | 


THE FAITHORN CORPORATION fa 
“-0.N. Rush St., Chicago 11 
Phone WHitehall 2300 


Hardy Leaves CHRC 


Joseph A, Hardy, national sales 
director of CHRC, Quebec City, 
has resigned to enter the repre- 
sentative field as head of Jos. A. 
Hardy & Co., with offices in To- 
ronto and Montreal. The com- 
pany will represent CHRC in the 
Canadian field. 


Form Best Foods Group 


A new company, to be known 
as Best Foods Canadian Ltd., has 
been formed by the Best Foods 


Foods (Canada) Ltd., 2-in-1 Pol- 
ishes and the Hecker H-O Com- 
pany. Head offices are in Toronto. 


Allis-Chalmers Expands 


Allis-Chalmers Mfg. Company, 
Milwaukee, is planning a $10,- 
000,000 expansion program at its 
La Porte, Ind., plant, to get under 
way immediately. The harvester 
works at La Porte will be more 
than doubled and a line of corn, 
hay and silage equipment will be 
added. Road grading equipment, 
formerly made at La Porte, will 


Join ‘American Legion’ 

Alfred G. MacKenzie, formerly 
with the New York research staff 
of Daniel Starch, and Walter 
Christiansen, both recently with 
the U. S. Army air forces, have 
joined the New York and Chicago 
advertising staffs respectively, of 
the American Legion. 


MBS to Service KOB 


KOB, Albuquerque, N. M., an 
NBC affiliate operating on 1770 
ke., 50,000 watts day and 25,000 
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accept commercial and sustaining 
programs of that network on or 
about Sept. 1. The station is 
owned by the Albuquerque Broad- 
casting Company. 


SIGHS OF LONG LIFE 
FOR QUARTITY BUYERS 
THE ARTKRAFT® SIGN CO. 

Division of 


Artkraft Manufacturing Corporstica 

900 Kibby St, Lima, Obie, U.S.A. 

The World's tergest Menutocturers of 
All Types of Signs 


group, comprising the former Best 


be built at Springfield, Il. 


night, 


has signed with MBS to 


onEO US PAT OFF 


HE South is the coming section,” says Wal- 

ter S. Gifford, President, American Tele- 
phone & Telegraph Co. “The rate of growth of 
the telephone business in these states is about 
50% higher than in other sections—which has 
been true during the war, before the war, and I 
believe will continue after the war.” And Donald 
M. Nelson, former WPB Chairman, says: “The 
South cannot be prevented from moving swiftly 
into an era of social and industrial development 
that will astound the nation.” 


HARACTERISTIC of this trend is the 
estimated hundred million dollar indus- 
trial expansion just in the Atlanta metropolitan 
area in the immediate postwar years—chemical 
and paint plants, automobile assembly plants, 


O AID in the development of 

your greatest postwar market, 
SOUTHERN HARDWARE offers a 
thorough coverage of both wholesale 
and retail hardware and farm equip- 
ment outlets over the entire South. 
Its coverage of southern retail hard- 
ware outlets alone is almost double 
that of either of the so-called national 
hardware publications, based on their 
own circulation statements and on 
their proportion of retail store circu- 
lation to total circulation. 


moM FLEX Beau 


SOUTHERN 
HARDWARE 


vt YOUR Post-War Selling on this It 


No. 1 of a series 
of) messages on the 
hardware market in 
the South, 


etc. An allied trend is the farm mechanization 
program that will lift the South to a new high 
level of agricultural prosperity. Significant is 
the fact that more than half of all the vast REA 
postwar rural electrical expansion is charted for 
the southern states. 


ARDWARE and farm equipment business 

in the South reflects this long-range trend, 
which has merely been intensified by the war. 
In the decade prior to the war—according to 
U. S. Business Census figures—southern “hard- 
ware store” sales increased 30.4% as compared 
with a 19.5% decline in the remainder of the 
country; while the South’s proportion of the 
total U. S. wholesale hardware business in- 
creased from 26.2% to 34.2%. 


HE recognized leader in the de- 

velopment of more efficient mer- 
chandising of hardware and farm 
equupment over the South, SOUTH- 
E HARDWARE for many years 
has been edited by men with practical 
and successful merchandising experi- 
ence. The prestige and influence of 
its reading pages are most important 
assets to the hundreds of leading 
manufacturers who use its advertising 
pages regularly. Wide circulation is 
backed by a high degree of reader 
interest. 


FORKS “oo 
ntti, 


SOUTHERN HARDWARE 


Sees GRANT BLDG. « ATLANTA 3, GA. 
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Wallace Joins Needham 


Alan Wallace, 


radio producer 


with Hill Blackett & Co., Chicago, 
where he produced radio shows 


for Procter & Gamble, 
General Mills and A. 


Company, 


E. Staley Mfg. Company, 
joined Needham, Louis & Brorby, 
to supervise the agency’s radio 


programs. 


Wander 


has 


a 
BUNTON 


=. How Business and Industry Are 


MNanning 


a 
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Jet, Pre-Atomic Sensation, 
Not Practical Commercially 

If we may hearken back to 
the jet plane, the closest thing to 
the realization of Buck Rogers’ 
ordnance before the U. S. dropped 
its first atomic bomb on Japan, 
Standard Oil Company experts 
now say it will probably not 
come into ordinary use for pri- 
vate or commercial planes for a 
long time—if ever. 

Esso’s research experts base 
their statement on a study of the 
plane, which must fly so high 
and fast it will not fit into the 
economic picture. They believe 
that most commercial flying will 
be at speeds less than 300 m.p.h. 
at an altitude less than 20,000 
feet, and assert, “Although the 


|fuel burned by jets may be 
‘slightly cheaper than gasoline, 
this advantage cannot offset the 
greatly increased fuel consump- 
tion of the jet-type power plant. 
In addition, jets are apparently 
going to be much more critical 
of their diet than was at first sup- 
posed.” 

Most experts, they say, feel 
that large airplanes of tomorrow 


will use propellers, but propel- 
lers driven by gas_ turbines. 
“These turbines may be held 


back for a time by the fact that 
they use more fuel than the 
highly-perfected modern piston 
engine, but their advantages 
should eventually enable them to 
supplant present engines. Per- 
haps the two may be used in 


combination,” Esso declares. 

Fewer design problems and 
simplicity of operation and main- 
tenance, are said to be additional 
factors in favor of gas turbine 
engines. 

eS oe % 

That American manufacturers 
take no dim view of postwar pros- 
pects for business is indicated by 
the belief that they will spend 
$9.2 billion for plant expansion 
and inventory in the next 12 
months, according to a survey by 
the Department of Commerce. 

The report discloses that, in ad- 
dition to the expenditure for ex- 
pansion and inventory by the 
manufacturers, another $1.5 bil- 
lion probably will be spent on ex- 
pansion by gas and electric utili- 
ties and railroads. 

Breaking down the expendi- 
tures, the study, printed in the 
July issue of the department’s 
“Survey of Current Business,” re- 
veals that manufacturers plan to 
spend $4.5 billion for plant, equip- 


In the true center of 


Laquirc. Inc. 


the western world 


opens its first 
European office 


On the Swiss Riviera, in the heart of the 
continent, at a point of about equal 

distance from all the great capitals of Europe, 
Esquire is opening its first post-war European 
office, in charge of its editor and vice-president, 
Arnold Gingrich, on or before October 1st. 
Ultimately, there will be London and Paris 
offices, but now, from his vantage point on the 


“rooftop of Europe,” Mr. Gingri 


aim to cover the Continent for Esquire and 
Coronet, in search of new and undiscovered 
and, no doubt in some instances, newly 


liberated, talent. Mr. Gingrich’s 


Switzerland, where he will receive manuscripts 
and artwork from European sources, 
will be Le Paquis, Lavaux, Canton of Vaud. 


(With post-war plane schedules 
every day, we hope that he will 


receive there, too, many itinerant friends 


of Esquire and Coronet, 


passing and pausing in their travels 

when they reach this “turntable of Europe.” 
Le Paquis, as all readers of M.F.K. Fisher 
will recall, counts a vineyard among 

its charms, so we trust that our Editor- 


in-Europe will be equipped 


to make your pause refreshing!) 


PUBLISHERS OF ESQUIRE AND CORONET 


ch will 


address in 


making news 
soon 
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ment and operations; $2.8 | 
for increasing inventories of 
military goods, and $1.9 
for increasing trade credits, 
merce warns, however, that | 
figures represent plans—not 
mitments—and points a caution. 
ing finger at the questicnab) 
supply of material and equi; mep; 
needed for such a program. 
* * ok 
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When the man can’t be jitte, 
to the job, the job is being fitte, 
to the man, in the plan for v: tera, 
employment now functioning y 
Bell & Howell Company, Chicago 
movie and optical equiimen 
manufacturer. Directing the plq 
is J. H. McNabb, president of tho 
company. Under the B&H play, 
veterans applying for jobs ap 
given personnel tests and a car 
index helps find the most likely 
place for him to work. Certgi 
machines are rebuilt to compen. 
sate for the veteran’s handicap, 
such as changing a right-handed 
machine to a left-handed opera. 
tion, or switching foot to han 
controls when necessary. In othe 
instances, war training, such 4 
liaison work, clerical or mechan 
ical experience, is adapted to th 
needs of the company. 

a * * 


Maturity and some knowledg 
of psychology are among the req, 
uisites for toy sales personnel, 
Kay Hardwick points out in 4 


recent article in Playthings. 
| “Middle aged people, if the 
/are mentally alert, make the bes 
| sales force,” she said. “They have 
|more patience with parents and 
relatives who know little aboy 
proper toy selection.” 
| Certain types of toys should 
|sold by one sex or the other, sh 
said, warning against having wom 
en handle juvenile furniture a 
wheel goods and men in charg 
of a doll counter. 

Speaking of adult psychology 
Miss Hardwick declared, “Ther 
is no set of rules that can antici 
pate the backing and filling tha 
may arise. The meeting of thes 
problems hourly is just somethin 
|that has never been put betweq 
the covers of a sales manual.” 
| As rules for building a compe 
ent, permanent sales force, Mi 
| Hardwick listed: (1) Keep sal 
| personnel in touch with the mat 
|ket through trade _ publicati 
|articles; (2) when possible, gi 
‘them trips to local factories, an 
(3) have them talk with factor 
|salesmen and read factory cat 
logs. 


* * 

An electrical appliance buy 
spree after reconversion will fil 
Americans paying $755,552,000 f 
50,400,000 home appliances in 1 
first year, General Electric Co 
pany, Bridgeport, Conn., estimate 
last week. 

The figures are based on mt 
than 20 surveys and estimate 
and indicate that, excluding radi 
the sales of such items as ironet 
_ toasters, clocks, vacuum clean 
and automatic blankets would ™ 
to more than $35,400,000. 

ue Bd * 


Refresher programs,  piiys! 
examinations and proper plat 
ment of war veterans return 
to employment are being item 
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New designs demand 
materials ... new meth 
A new editoria! sec 
“MATERIALS & MiTHO 
begins in July. 


Moral For You: T+) th 
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PENCIL POINTS 
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B billion gmeed OY General Mills, Inc., Min- 
of a heapolis, for its 2,800 men and 

iy fvomen eligible for reemployment 
ynder the company’s veteran re- 


at they pemviovment program. 
10t nie In \ddition, veterans other than 
Calition, tne company’s former employes 
stionabl ete eceiving special considera- 
{Ui} men: EEO with one division alone re- 
at “Bporting that 24% of all new male 
i smployes hired between Jan. 1 
be fittsammend June 1 of this year are war 
mg fittey Merete! 20S: $$ @ * 
oa ; "a Something like 192 manufactur- 
Chicago fers are planning to make home 
quipmenamree=e7S after the war, according 


the vip, to Dr. Donald K. Tressler, man- 
pane oer of the General Electric Con- 


ed kymers Institute. Previous esti- 
job ae nates place home freezer sales 


nfter the “first flush of postwar 
emand” at approximately 300,000 
9 400,000 wnits a year. 

* oS cS 
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Of 101 industrial companies 
yueried in a recent survey, 100 
ndicated their intention of con- 
inuing operation of in-plant cafe- 
erias and other feeding facilities 
n postwar years, according to 
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That's why TWO AND 
A HALF MILLION 


Loyal American users 


+ comm! Oilheating are cur- 

, Mi ae 5 

eep sa tailing consumption of 
e maj 


ublicati¢ 


fueloil, voluntarily 


ible. ©\Mhbolding back sales now 

Bg —building up the 
greatest potential post- 

o bua War market in the 

“e it y 

Bolly industry's history. 

ses in tm Sales Managers, Ad- 

lee vertising Managers, Ad- 
vertising Agencies will 

cst naga co well to examine 


ing radii’ NOW this present 

S oan Market of 2,500,000 

a. “@ installations and the 
potential of 5,000,000 


or jaf UStallations conserva- 


return tively predicted for the 
& ""Ffnext 5 years. 


iC This vast market is reached. 

—_— most effectively by the 

ew met Publication that has served 

ria! sec Jt most effectively 

. METHOE i 
Write for a copy of 

“Oilheating Tomorrow”’ 


y: Tell the 


s! Advert IL & OIL HEAT 


PC INTS 232 Madison Avenue 
New York 16, N. Y 
e - LE xington 2-4566 


book 10 FA 


poo OL! OOMINANT PUBLICATION 


Manufacturer, Wholesaler, Retailer 


+ of Gthoating bechereved incures 
le service to Reader and Advertiser 


the U. S. Department of Agricul- 
ture’s Office of Supply, Chicago. its use. 
More than 7,000,000 manufac- 
turing workers eat at plant cafe- 
terias today, compared with ap- 
proximately 2,000,000 before the}was developed by James A. n= alee! eae 
war, it was revealed. Butcher, supervisor of airframe Tennessee Issues Book 
* 4 & engineering, and Manfred Boe, 
A device which will record|foreman of the Northwest Air-| Commission has issued a compre- 
more accurately the speed of|lines’ instrument shop. 
planes is being installed on North- 
west Airlines’ planes and is be- 
ing made available to other air- 
Greater takeoff and land-| Brooklyn, has 
ing safety and closer operating 


schedules will be effected through 


nose of the fuselage, 


ing products for confectionery, ice 


The new device, a tube in the | Cream and baking. Full-page color 
eliminates | @dvertisements in business papers 


interference from rain and ice. It|®™@ being used. 


The Tennessee State Planning 


hensive 208-page book outlining 
the industrial resources of the 
state to serve as a source of in- 


American Food Appoints formation and point up Tennes- 
American Food Laboratories, see’s advantages. The book covers 


the/the  state’s natural resources, 


Blackstone Company, New York,!| freight rates, chemical analyses, 


to handle the advertising of flavor-;etc., and is designed as a semi- 


engineering report for the indus- 
trial engineer, economist and 
other research and technical ex- 
ecutive personnel. 


facil TSS ca . 
FMULTIGRAPHING ~ ~FILLING:| 
_ WIMEOGRAPHING 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, [Mineis 


-has found POULTRY TRIBUNE 


" Detendatle” 


You can't atford to leave a “Two Billion Dol- 
lar Hole” in your Farm Magazine Schedule. 
1944 gross farm income from Poultry and 
Eggs was $2,661,250,000. (Source U.S.D.A.) 


gost) 


Ge > 
\ a 4 =< 
\ F Mc. 


Your FARM Magazine List i is “Not Complete Without 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Hl. 
Representatives — New York: Billingslea and Ficke — Chicago: Peck and Billingslea 


The Kerr Mason Jar Company slogan “Always 


Dependable” also fits the editorial contents 


and vital up-to-date information found 


every issue of Poultry Tribune. It takes more 


than “circulation” to become the leader in any 

publication field. Every year more and more 

national advertisers are finding results “Always 
Dependable” from adding to their basic Farm 
Magazine List — Poultry Tribune — America’s 


Leading Specialized Farm Magazine. 


TRIBUNE 
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Eckels Names Ives 


Edward J. Ives has been ap- 
pointed advertising manager of 
H. S. Eckels & Co., Philadelphia 
manufacturing and _ analytical 
chemist firm. 


La Porte Promoted 


George H. La Porte, who was 
named director of the Greater 
New York Fund Raising division 
of the National Foundation for 
Infantile Paralysis in 1943, has 
been appointed director of public 
relations, 


Leaves Erwin, Wasey 


David McMillan has resigned as 
director and _ vice-president in 
charge of the Toronto office of Er- 
win, Wasey of Canada because of 
a competitive account situation 


which has developed in the 
agency’s New York office. He 
will announce his new plans 
shortly. 


Borden Names Towell 


Borden Cheese Company has re- 
tained Arthur Towell, Inc., Madi- 
son, Wis., to conduct a public re- 


lations campaign directed to 
cheese producers and dairy farm- 
ers in central and southern Wis- 
consin. Farm publications, dai- 
lies and weeklies will be empoyed. 


Algie Joins Smith 

W. E. Algie, after four years 
with the Aeronautical Engineer- 
ing Branch, Royal Canadian Air 
Force, has joined R. C. Smith & 
Son Ltd., Toronto, as account ex- 
ecutive. Before entering the serv- 
ice he had six years’ experience 
in sales promotion and advertising 
work. 


Another reason why 
Tacoma ranks as 


Wasning7on 5 


be MARKET 


-No. 8 of a Series 


- the Electro-Chemical Industry 


ACOMA, today, is Pacific Coast 
center of the electro-chemical 
industry. Metallurgical coke, char- 
calcium carbide, 
hydrogenated oils, 


coal, 


chlorine, 
tars, acids — 


these are but a few of the “Ta- 
coma-made” chemicals. And be- 


cause Tacoma offers an unique 
combination of advantages — 
low-cost power, nearby raw ma- 
terials, rail and tidewater facilities 
—this important basic 


faces a constantly 


ture. Think what that means in 


Only 
effectively 
ton’s 


dominant 
industry 
expanding fu- 


ures? 
Thompson, 


terms of tomorrow's market! Here 


is an industry with unlimited 


The 


one 
covers 

2nd Market. 
coma-Pierce County the 


peace-time horizons—an industry 
which helped create Washington's 
Second Market and will help keep 
this market on the “must buy” 
list long after the guns are silent. 


newspaper 
Washing- 
In Ta- 


News Tribune 


reaches more than 73% of 
all families. 
Ask Lorenzen 


Want the fig- 
& 


Inc. 


Pullman Ready 
to Modernize 
Travel: Early 


St. Louis, Aug. 7.—Comfortable, 
attractive equipment and low-fare 
travel are aims of the railroad 
industry in the postwar era, 
Stephen Early, recently elected 
vice-president of Pullman, Inc., 
told the St. Louis Advertising 
Club last week. Mr. Early was 
secretary to the late President 
Roosevelt prior to joining Pull- 
man. 

Colored slides at the luncheon 
meeting revealed the new pas- 
senger car line which Pullman- 
Standard will build, including a 
“junior” club car for child pas- 
sengers, which offers a Punch and 
Judy show, playthings, etc.; an 
observation-lounge car which be- 
comes a movie theater or dance 
hall at night; three new types of 
sleepers appealing to various bud- 
gets; a day-night coach in which 
riders will have _ chaise-lounge 


——— 


seating, and a three-deck c:> for 
commuters that is expecte{ 4, 
help solve the problem of ver. 
crowding in areas with | eay, 
suburban traffic. Two new . “ 
were also shown, one with 
arranged in semi-private al 
and the other a grillroom c:; 
self-service and snacks. 

“Pullman-Standard has 
ties to turn out between 1,50) 
2,000 passenger cars annu_ | 
Mr. Early said. “Should the ; 
roads go into full swing mox 
zation, we could, in one year. 
duce for them as many mo 
light-weight streamlined p: 
ger cars as we did in all the 
years between 1933 and the 
of the war.” 


Marketers Name Wes! 


Donald E. West, director 
research for the McCall Corpora. 
tion, New York, has been ap- 
pointed assistant secretary-treas. 
urer of the New York chapter of 
the American Marketing Associa. 
tion. He is also general chairmay 
of the association’s group discus. 
sion meeting. 


ONE OF THE 


"GREAT NEW 


TRADEMARKS OF THE CENTURY 


is Pickle Puss... orig 


inated by our agency 


ae 


She is valued highly by C-H-B 
as an effective means of mul- 
tiplying the popularity of their 
superior line of condiments, 
Another outstanding contri- 
bution was the creation of the 
“Who Am I” radio program 
for C-H-B. Its record of all- 
time-high mail pull over the 
NBC network still stands after 
7 years. It was the first of all 
the audience participating con- 
tests. Many merchandising 


scoops have been developed f 
C-H-B during our long perio 
of service...unbroken sine 
1919. We have specialized i 
the package field for over ? 
years. During this period 
have grown with many gre! 
industrials, some of whic 
were small at the outset. It! 
more than coincidence th 
most of them secure prewitl! 
prices and enjoy top consum 
preference. 
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ADVERTISIN 
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ISACHER, VAN NOR 
as @ STAFF 


SHED 1919 


NGINEERS 


MAIN OFFICES 
San Francisco * Los Angeles « 
RADIO HEADQUARTER 
Hollywood 


SERVICE OFFICES 


Portland « Seattle * Chicago + London, England 
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WFAA to Sell Time 
for Drys’ Attacks 
on Beer, Whisky 


rouisville, Ky., Aug. 7.—Station 
wrAA, 50,000-watt Dallas af- 
flate of NBC, has canceled its ex- 
isting “program advertising alco- 
holic beverages and has adopted 
a policy of considering all discus- 
sions of the wet-dry issue ...asa 
controversial public question and 
will in the future make equal 
time available primarily on a sus- 
taining basis to representatives of 
local wet and dry groups.” 

rhe station’s policy change was 
reported by Henry M. Johnson, 
Louisville attorney and president, 
American Business Men’s Re- 
search Foundation, and by the 
Rev. Sam Morris, San Antonio. 
Both are leading drys who re- 
cently complained to the FCC 
against radio stations’ refusal to 
permit them to broadcast attacks 
on beer and alcoholic beverage 
consumption (AA, June 11). 


Cases Still Pending 


Still pending before the FCC is 
their joint test case against CBS 
and Station KRLD, its Dallas out- 
let. WFAA, KRLD and WBAP of 
Fort Worth were named in the 
complaint as three stations, owned 
by newspapers with “wet” edi- 
torial policies, refusing to sell 
time to dry forces. Such refusal 
was alleged to be unfair discrimi- 
nation against the complainants. 

The foundation, publicity or- 
ganization for dry groups, reports 
that, partly as a result of the drys’ 
complaint, the FCC has extended 
the license of KRLD for only 60 
days to Sept. 1 pending further 
action by the FCC or the station 
to clear up various problems in- 
volved in the station’s operations. 


Printing Ink Industry 
Suggests Research Lab 


The National Association of 
Printing Ink Makers, New York, 
has published a booklet suggest- 
ing a printing ink research labora- 
tory or institute to serve the 
printing industry in a manner 
similar to that employed by the 
paint and paper industries. 

The plan covers the selection 
of three trustees from the asso- 
ciation’s board, who will in turn 
select five technicians from the 
industry to determine the projects 


to be undertaken, all serving 
without compensation. A re- 
search director and paid staff 


would also be appointed, with the 
annual budget necessary to start 
such a laboratory estimated at 
$30,000. Members of NAPIM are 
eligible, to be assessed annual 
dues to support the plan. 


Four Join Mutual Net 


Four stations, all operating on 
250 watts, have joined MBS, 
cringing the total to 275 affiliates. 
The stations are WHTB, Talla- 
dega, Ala. (1230 kc.), managed 
by R. C. Hammett; WOMT, Mani- 
towoec, Wis. (1240 kc.), owned by 


Francis Kadow; WMOG, Bruns- 
Wick, Ga. (1490 kc.), owned by 
Coastal Broadcasting Company, 


ind WLEE, Richmond (1450 kc.), 
owned by Thomas G. Tinsley Jr. 


PONSORS 
PEAK 


Conolly Joins Campbell 


Ray Conolly, formerly poultry 
research assistant at Michigan 
State College and field manager 
of the Michigan State Poultry Im- 
provement Association, has joined 
the copy department of Campbell- 
Sanford Advertising Company, 
Cleveland, O. 


loins Abbott Kimball 


Paul Thomas, formerly a mem- 
ber of the staff of John A. Clem- 
ents Associates, New York public 


|relations organization, has joined 


Fur Account to Madison 


| Abbott Kimball Company, New 
York, as account executive and Nemerov-Kaye, Inc., New York 
member of the public relations|fur manufacturer, has appointed 


plans board. |Madison Advertising Company, 


———— New York, to handle advertising 
Starts Research Firm |in national magazines, outdoor 


3 : |posters and newspapers in the 
Audience Research Service, a/| metropolitan area. 


new radio research company, has | 


been formed in Chicago, with | 


‘offices at 58 E. Washington . | Appointed 


Gordon Buck, formerly vice- Lt. Col. Henry B. Henson, for- 
president in charge of Industrial | merly executive officer of the pub- 
Survey’s radio division, heads the | lic relations sections 
new service. | ters, ETO, has been appointed di- 


rector of public relations of 
Cooper Union, New York educa- 
tional foundation. 


headquar- | 


STUDIOS e 
1014 LOCUST STREET 
SAINT LOUIS, MISSOURI 


Ik a woodchuck could chuck wood, he couldn’t make a 


~ 
i~ 


‘weelF A WOODCHUCK COULD 


CHUCK WOOD in the Soazé/ 


dent in the vast Southern forests! Today, the South pro- 
duces 4,875,000 tons of wood pulp—48% of the entire 


U. S. production. And, right at its doorstep are raw ma- 
terials for filler, sizing, coating and bleaching of paper. 
Not only is this pulp used for the rapidly expanding 
kraft industry, but from it will come rayon, cellulose 
acetate, wall board and a host of other products. The 
pulp and paper industry is one more of the hundreds of 
mighty new industries that are increasing wealth, jobs 
and buying power in the South. Now is the time to 
reach this rich market, and the way to reach it is with 
HOLLAND'S — the magazine of today’s New South! 


giland’ 


52 VANDERBILT AVENUE, NEW YORK * 75 E. WACKER DRIVE, CHICAGO © 205 GLOBE- 
LOUIS °¢ 
RUSS BUILDING, SAN FRANCISCO, CALIF. 


DALLAS, TEXAS 


DEMOCRAT BUILDING, ST. 


balance YouR ADVERTISING 
IN THE SOUTH WITH HOLLAND'S 


You are out of balance in the South—your 
advertising lacks from 14% to 30% of the 
coverage you get throughout the rest of the 
nation—wunless you use Holland's. This is so 
whether you use leading general magazines, 
leading women's magazines or leading shelter 
magazines. It takes Holland's to swing the bal- 
ance in your favor—and here’s why! 


2 Leading 
General 


Magazines 


86.4% of National Average 
Without Holland's 


3 Leading 
Womens 


Magazines 


86.25% of National Average 
Without Holland s 


2 Leading 
Shelter 


Magazines 


West Coast Representatives: SIMPSON-REILLY, LTD., 
¢ GARFIELD BUILDING, LOS ANGELES, CALIF. 


70.50% of National Aver- 
Without Holland s 


age 


111°. WITH HOLLAND'S 
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To the Editor: Recently Jim 


McGuinn of your staff spent sev- | 


eral hours in our offices inter- 
viewing some of our executives. 
He prepared an article which ap- 
peared in the July 23 issue of Ap- 
VERTISING AGE which all of us 
agree is one of the most compre- 
hensive and best statements of 
Britannica’s planned activities 
that has yet appeared in print. 

Because it is so outstanding, we 
should like very much to plano- 
graph the article and send a num- 
ber of copies of it to our divisional 
and branch managers throughout 
the United States and in Canada 
and Mexico. We know that they 
will not only enjoy reading it but 
will also recognize in it a capable 
estimate of the company’s post- 
war plans. 


This aspactment isa reader’s s dercmn. Letters are welcome. 


Calls It ‘Comprehensive’ 


| May we have your permission 


purpose? 
DALE O’BRIEN, 
Director of Public Relations, 
Encyclopedia Britannica, Inc., 
Chicago. 
3. &--¥ 


‘Enthusiastic Robbery’ 


To the Editor: Your Pony Edi- 
tion has been a most welcome aid 
in writing to G.I.s who have ex- 
pressed an interest in advertising, 
and you will be interested, I be- 
lieve, in this quotation from a let- 
ter of thanks from one of the 
men: 

“T have had trouble in finishing 
reading the issues of the Pony 
Edition of ADVERTISING AGE which 
you have sent me, and have not 
been able to save a single copy, 
due to the enthusiastic robbery 


| of what I 
|to planograph the article for this | 


refuse to call my 
friends.” 

That gives you further evidence 
of how the Pony Edition is re- 
garded. 

OTTo KLEPPNER, 

The Kleppner Company, New 

York. 


, i 


Sends Bengal Sample 


To the Editor: Your Pony Edi- 
tion is relayed to me by Lang, 
Fisher & Stashower, Inc., of Cleve- 
land, which ad agency has really 
thrived since I left it three years 
ago (draw your own moral). The 
fact that I read the Pony Edition 
from muzzle to tail should answer 
your question, “Do I like it?”. 

You might be interested, as I 
was, in the enclosed ads clipped 
from a Calcutta newspaper, De- 
spite your chamber of horrors, 


“Mayhe It's 


ribboned box with 


thought that "Maybe it's that Six- 
Day Study of Newspaper Reading." 


THE TROVE 
phasis 


That 


oix-Hay Study of Newspaper Reading 
Made In Tray, N. Y.!” 


Because of the many letters and 
phone calls being received at The 
Record Newspapers, concerning the 
first Six-Day Study, it would take 
little stretch of the imagination to 
visualize the opening of even a pink 


the hopeful 


Zone Market 
consumers. 


We're sorry for the delay. The final 
mechanical details are still in the 
process of being completed. All in- 


gh RECO, 
RECORD 


dications are that the study will be 
ready for distribution soon. 


Every buyer of advertising space 
will find a wealth of information in 
this study of The Times Record, in 
Troy, N.Y., a newspaper giving com- 
plete coverage in an A.B.C. City 


Supply of copies will be limited. Re- 
serve your copy immediately! 


HC TIMES RECORD. 


consisting of 123,000 


here is proof that States admen 
are rank amateurs compared with 
the hakims of Bengal. 

H. Jack LANG, 

Major AC, c/o Postmaster, 

New York. 

a ae 
Waiting List Set Up 
for ‘AA’ Pony Edition 

To the Editor: I’ve been receiv- 
ing copies of your Pony Edition 
for servicemen during the past 
several months and would like to 
take time out to say “terrif job.” 

In fact the pint-size paper has 
created a bit of a sensation. When 
the boys in the orderly room see 
the Ap AGE envelope they set it 
aside and hand it to me person- 
ally—and then make me promise 
that they can see it next. 

The edition is a grand boost for 
morale, because it helps to keep 
servicemen who are interested in 
advertising hep to what’s going on 
in the business world. 

Keep up the fine work and 
maybe one day we'll be able to 
continue our dreams... in ad- 
vertising. 

CpL. LEO GREENLAND, 

Public Relations Division, 

Camp Shanks, N. Y. 


7+ © TF 
Readers Respond 
To the Editor: Just a note to 
let you know how much I appre- 
ciated the publishing of my letter 
to you in a recent issue of ADVER- 
TISING AGE. Several of your sub- 
scribers responded magnificantly 
and have sent material of much 
help. 
Sct. SHERMAN S. LURIE, 
c/o Postmaster, New York. 
v vy 


Small Bank Ads Draw 
Big Public Response 

To the Editor: With the thought 
that you may be interested to 
hear of our experience with a 
series of very small newspaper ad- 
vertisements run frequently, we 
enclose a proof sheet of one-col- 
umn by two-inch ads which are 
appearing currently in San Fran- 
cisco and Oakland daily news- 
papers. 

The ads were created primarily 
for name-reminder purposes and 
were carefully designed to attract 
attention against the competi- 


LIFE INSURANCE 
POLICY LOANS 


PERSONAL 


LOANS 


Without Co-makers 


Micw ter Federal Depostt Leverace Corpor siinn 


Member Federal Deposit Havas nce Coty reiber 


tion of much larger advertise- 
ments. Fortunately, our elliptical 
reverse signature cut lends itself 
perfectly to the layout. 

The use of such small space for 
a large banking institution was a 
distinct departure for us and the 
program was embarked upon as 
an experiment. Results have been 
very gratifying. Not only do the 
ads catch the eye more readily 
than many larger ads on the same 
page, but at times they actually 
appear to dominate the page. 
Regular newspaper readers seem 
to be confronted with them every- 
where. 

To our surprise, they have also 
brought in an appreciable amount 
of direct business, although the 
selling of specific services was 
not their prime objective. In ad- 
dition to economy, their small 
size has given us more frequent 
insertions than would probably 
otherwise be possible during these 
days of space restrictions. In 
many cases, the ads have been 
given position at the top of the 
page. 


The series appears three times 


BE CAREFUL 

{f you have tried other so-called sp 
cialist and not found any improveme; 
if you are misguided by big and chan 
ng eye there are f 
hope of your cu 
There is only < 
ablest and oldest ; 
perialist physici: 
who is the on 
Indian life-member 
the American Univ: 
sity is Capt. Dr. 
M “ARCAR, M.D.}; 


first London Gold 
Medalist. First Cl: 
Degree-holder, Reg: 
tered by the Government 
Special treatment—Nervous Debilit) 


Lack of Stamina, Loss of Vigour, Pr 
mature old age, Mental breakdown, Men 
ta) disorder Leucorrhocea, Leprosy and 
(Piles)—cured within 7 days with double 
money return guarantee 

Note --—Magic-like effect within a few 
seconds—like electncity Be careful 
wnitators and quacks and remember our 
address All that glitters ss not gold. 

ORIENTAL DISPENSARY 
(Govt. Regd.) 

103, Harrison Rd. (Near Dipak Cinemas) 


Time $—12 a.m and 4—9 PM 
SD/ 127. Ss. P S. Cal 
BENGAL-STYLE—A_ former agency 


man, now an Army major in India, calls 
U. S. admen "rank amateurs compared 
with the hakims of Bengal." 


a week in each of four San Fran- 
cisco and two Oakland daily 
newspapers, on a staggered sched- 
ule so arranged that every week- 
day there are two ads appearing 
in San Francisco papers and one 
in Oakland. Subjects are rotated 
weekly. 

Monroe A. BLoom, 
Advertising Manager, Anglo 
California National Bank, San 
Francisco. 

a? a 


Claims McCullough Twins 


To the Editor: In the July 30 
issue of ADVERTISING AGE is a 
story on the twin artists, Suzanne 
and Lucerne McCullough. It is a 
well written article and a tribute 
to two talented young women. 

However, in the last paragraph, 
there is one inaccuracy. The Mc- 
Cullough twins were born in 
New Orleans and obtained their 
art education at Newcomb College 
of Tulane University here. Texas 
is a great state, but let’s keep the 
record straight. 

JOHN B. FERRAN, 

Associate Director, Depart- 

ment of Publicity, Port of 

New Orleans. 

ao 


American Born Japanese 


States Own Job Case 


To the Editor: My name is Jack 
Furumura. I am seeking a posi- 
tion in the field of journalism, 
preferably with a trade publica- 
tion such as yours. 

I am 29, single, 5’ 9” tall, weigh 
155 pounds, 4F and an American- 
born Japanese. I know that you 
will not allow the fact that I hap- 
pen to be of Japanese descent 
eliminate me from consideration. | 
am personable and like to believe 
that I get along well with peop -e. 

I was born in Los Angeles. At 
Belmont High School I was 4n 
honor student every semester and 
a member of the California Scho!- 
arship Federation. From 1935 | 
1940 I attended the University 
California at Los Angeles, rece’ 
ing a B.S. degree in business a! 
ministration. In addition to ta 
ing specialized courses in the fi 
of marketing, which was ! 
major, I also completed courses 
allied subjects such as econom 
statistics, accounting, business le, 
political science, advertising, |°- 
surance, etc. Some of my elt:- 
tives were psychology, philosop 'y 
and religion, history (English « 4 
Asiatic) and English literature 

I was fourth highest in my m °- 
keting class and eligible to ap) y 
for a M.A. scholarship at H»r- 
vard University. During y 
senior year, I was president of ‘ 
Bruin club, a social organizat 0 
on the campus. 

Electing to go to work, I s 
refrigeration equipment for 
Commercial Refrigeration I 
tributors of Southern Califorr 4. 
I prepared and handled my o 
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aavertising campaign by letter, 
folder and newspaper. My aver- 
age monthly commissions were 
approximately $275. 
“When all persons of Japanese 
descent were evacuated from the 
West Coast I was sent to Heart 
Mountain, Wyo., one of nine re- 
location centers. There I have 
been employed as a social welfare 
interviewer and counselor, then 
as community prosecutor in the 
project attorney’s office, and fin- 
ally as feature writer for the cen- 
ter newspaper (“Heart Mountain 
Sentinel”) prior to my departure 
for Chicago last month. 
| found that I enjoyed working 
in the journalistic field. My duties 
as a member of the staff included 
interviewing visiting personages 
to the community, editing copy, 
rewriting stories, proofreading edi- 
torials and the front page, and 
filling in with odd news items. 
JACK FURUMURA, 
Chicago. 


. v v 7, . 
' Tops in Subscriptions 


To the Editor: Enclosed are 
two tear sheets from the July 23 
ADVERTISING AGE—one carrying a 
single-column, 10-inch Traffic 
World ad talking about “subscrip- 
tions at $15 a year.” 

The other carries a single-col- 
umn two-inch Financial World ad 
featuring the headline “$15 a year 
—America’s Highest Priced Maga- 
zine.” 

Maybe Traffic World ought to 
change its subscription price to 
$14.99, huh? 

EMIL STANLEY, 
Vice-President and Secretary, 
Traffic Service Corporation, 
Chicago. 


7? @ ¥ 
Kipling Used ‘Coolth’ 

To the Editor: Another note on 
“coolth.” The word was used 
almost 50 years ago by Rudyard 
Kipling. You will find it in “The 
Arrest of Lieutenant Golightly,” 
which appeared in “Plain Tales 
from the Hills,” copyright date 
1899. I quote, “But he kept on 
steadily and tried to think how 
pleasant the coolth was.” 

BEULAH HAGERMANN, 

Advertising Department, 


Goldblatt Brothers, Chicago. 


. 2_Y 
Starts Air Delivery 

To the Editor: About a week | 
ago we inaugurated a new service 
—air delivery service to our out- 
of-town customers. We had one 
week of experimental flights to 
take the “bugs” out of the system 
and are now functioning on the 
regular three times a week de- 
livery setup. 

The response in all of the small 
communities has been wonderful 
and we have received requests 
from other towns to put them on 
our delivery route. 

To our knowledge, we are the 
first store in the country to offer 
this kind of a service. 

Enclosed with this letter is a 
copy of the little memento which 
goes with every package and the 
copy of the sticker which affixed 
‘o each package, saying “Sent to 
you by Boston Store air delivery.” 

JOSEPH A. DEGLMAN, 

Publicity Director, Boston 

Store, Milwaukee. 


Farnsworth Acquires 
Halstead Company 


_farnsworth Television & Radio 
Corooration, Fort Wayne, Ind., 
has entered the radio field of 
‘ansportation communication and 
ol through purchase of all 
of Halstead Traffic Com- 
cations Corporation, New} 
i , including patents covering 
‘al. vay and highway radio com- 
n cations. 
lliam §S. Halstead, president 
he Halstead company, will | 
nue with Farnsworth as con-| 


ou og 


g engineer on radio com- 


‘ations equipment and traffic 
‘rol, and John A. Curtis, vice- 
re ident of Halstead and chair- 
Nat of the management commit- 
te will be manager of the 
“a: sworth communications divi- 

The Halstead engineering | 
as well as its laboratory and 
ifacturing facilities will be 
ferred to Fort Wayne. 


Flight Speeds ‘Time’ 
to South America 


More than 20,000 copies of 
Time magazine’s Air Express Edi- 
tion, printed in the U. S., are now 
distributed as early as Wednes- 
day to some news dealers in Cen- 
tral and South America via 
Eastern Airlines’ Cargoliner. 

Placed aboard a regularly sched- 
uled Cargoliner at 6 p.m. every 
Tuesday at LaGuardia Field, the 
copies are flown to Miami and go 
on sale in the Canal Zone Wed- 
nesday afternoon; in Port of 


Spain, Trinidad, and Caracas, 
Venezuela, Thursday morning; in 
Lima, Peru, on Friday morning, 
me in Santiago, Chile, on Satur- 
ay. 


Turnbull Appointed 


W. D. Turnbull, formerly of 
Westinghouse Electric Corpora- 
tion, has been named general 
sales manager of Kennametal Inc., 
Latrobe, Pa. The company plans 
to expand its activities in metal- 
working, and enter such other 
fields as mining, petroleum and 
wood-working, 


Plans Sales Course 


The Sales Managers Club of 
Hartford, Conn., in cooperation 
with the University of Connecti- 
cut, plans to conduct a_ sales 
course to train personnel “for the 
increasing distribution needs in 
postwar Connecticut.” 


Boehnert Joins Maxon 


Kenneth Boehnert, who re- 
signed from Foote, Cone & Beld- 
ing, Chicago, has joined the 
Chicago office of Maxon, Inc., as 
art director. 
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Pierce to Mathes 


Pierce Watch Company, New 
York, has named J. M. Mathes, 
Inc., New York, as agency, and 
plans an extensive fall campaign 
in newspapers, magazines and 
through local radio, 


Truitt Joins Mabley 


Arthur H. Truitt, advertising 
manager of F. & R. Lazarus & Co. 
for the past nine years, has re- 
signed to become publicity direc- 
tor of Mabley & Carew Company, 
Cincinnati. 


first ... and getting it correctly . . . thus serving the Middle West with responsible radio journalism. And there’s 
good reason for this extra fine newscasting. WGN’s Director of News is Robert F. Hurleigh, nationally known news 
& ace with 13 years of reputable reporting. Hurleigh handles the news at 8:00 a.m. and 5:00 p.m. John Holbrook takes 
the mike at 11:30.a.m. and 6:30 p.m. John’s strong rating with listeners continues through the years. Cy Harrice, 


another Chicago favorite, does the 10:30 p.m. broadcasts. These five programs are supplemented by additional news 


EXTRA, EXTRA 


A Clear Channel Station 


Yes, WGN’s news coverage has the “extra” features that build a loyal following. WGN believes in getting the news 


coverage to bring WGN listeners complete information. We are proud to report that four out of these five news pro- 


grams have been carried on WGN by the same sponsors for over six years. For that certain ‘extra’’ in news coverage 


MUTUAL BROADCA 


CHICAGO 11 
ILLINOIS 


50,000 Watts 
720 Kilocycles 
STING 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. a 
West Coast: Edward S. Townsend Co., Russ Building, San Francisco Calif 


the answer is WGN . . . leader among Chicago’s major radio stations in local and national spot business. 
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Appoints Glasser-Gailey; 
Jane Mitchell Named 


Pacific Macaroni Company, Los 
Angeles, manufacturer of Gold | 
Stem macaroni, has appointed | 
Glasser-Gailey & Co., Los An-| 
geles, to handle its advertising. | 
Market surveys, research and| 
point-of-purchase advertising are 
now being conducted and other 
media plans are being set up. 

Jane Mitchell was recently ap- 
pointed media buyer for Glasser- 
Gailey. 


NO USE TURNING 


GUSTOMERS AWAY 


And os von er If You 
oing jus at. 

There's a7 billion) Manufacture 
dollar market you and Sell 
could encourage} COSMETICS 
simply by letting 

these pore: e know you'd welcome their 
business. For the Negro looks to his race 


geese for guidance. Your advertising in 
e Negro papers can earn his confi- 
dence, good will and regular patronage 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Ine., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market 


Recently retired after 34 


series of recollections. 


vertising. One sometimes has to 
defend it. Oc- 
casionally 
against what we 
used to call 
“damned fool 
criticism.”’ Even 
when one is sure 
one is right there 
is no “pound” 
or “yard” stand- 
ard by which 
one can prove 
one’s sureness. 
Once in a 
while one can just ignore criti- 
cism. Early in my experience 
with George Batten Company I 
was given a large package of 


H. C. Briney 


Recollections... VI 


in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


BY H. C. 


It is not enough to know how} finished art on a face powder for | 
to plan and to produce good ad- | Lehn & Fink to take to the client | 


years in advertising, mostly 


BRINEY 


'for his O. K. He had approved the 
photographs and the carefully fin- 
ished layouts in which the photo- 
graphs were to be used. His ap- 
|proval on the finished work was 
|expected to be just routine or I 
would not yet have been sent as 
our representative. 


No Approval 


He did not approve a single 
thing and all over the margins of 
the finished pieces wrote such in- 
structions as: “Use this photo- 
graph in layout 13;” “Pose this 
model in front of the oval mir- 
ror;” “Have the mirror reflect the 
left rather than the right side of 
this model’s face.” 


| It was a disheartened beginner 
| that the subway rushed too rap- 
|idly back towards our offices. I 
|could see no reason for these 

criticisms. If the original idea 

had been good enough for his ap- 

proval, and the layouts and the 
| photographs, too—then what pos- 
| sibly could be wrong with the 
| finished work? 


A Job of Erasing 


Fast as the express traveled it 
did not get me back before I had 
a solution. I took the work up 
to the office and very carefully 
erased every instruction for any 
change. Then I turned the work 
over to the engraving department. 

Engravings were made, copy 
was set and final proofs submitted 
by the A. E. Until he got back 
to the office with the client’s ap- 
proval on every proof I was on 
the anxious seat. The client prob- 
ably assumed that in rendering 
service to the advertiser we had 
made every change he had or- 
dered and he did not remember 
what they had been. 


In 24 years of agency service I 


1. DO YOU NOW OWN A SEWING 
MACHINE ? 
Yes NO 

City 73% 27% 

Town 78°; 22% 

Farm 88° 12% 

By Economic Levels: 

Yes NO 

Top 88% 12% 

Above average 84°; 16% 

Average 80°) 20°% 
O Lowest 13% 27% 


- ‘ 


Wanted : 
161.700 Sewing Machines 


MINNESOTA POLL* discovers big market for postwar 
sewing machines among state’s 735,000 families. 


DO YOU PLAN TO BUY ONE 


WITHIN 3 YEARS AFTER WAR? 


City 
Town 
Farm 


By Economic Levels: 


Top 


Above average 


Average 
Lowest 


Yes NO 

24% 12% 

17% 76% 

21% 74% 
ves NO 
13% 81% 
23% 717% 
24% 72% 
21% 713% 


ss 


POSTWAR 


Minnesota Poll tim: 


PLANNING © 
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3. WILL IT BE AN ELECTRIC OR 


FOOT-POWER MODEL? 


ELECTRIC FOOT 
City 82; 18% 
Town 80°) 13% 
Farm 78% 22% 


By Economic Levels: 


ELECTRIC FOOT 
Top 100°, 0% 
Above average 100% 0° 
Average 89% 10% 
Lowest 60°; 40°; 


NOTE: Where percentages total less than 100%, a small number of families is undecided 


as to purchase or model wanted. Figures are given for cities over 
2,500 population, towns less than 2,500 population. 


survey; 


olis 
Example 
counterpé 


*What makes 


i t 
The Minneso ol 
weekly public opimo 
y, is one 
which build re 
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an impartial, scientific 
n and postwar — 
any public service fea A 
ne > mae for the Minneat 
; yor Tribune. 


a Poll ’ 


i Valley's own 
da Town 


ww Englan : 
old New Eng ditorial 
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a newspa 


Journal and 


JOHN COWLES 


pages of Minneapol 


Tribune. 


column 


i a 
liveliest, most — 
best-read newspapers. 


+ President 


9 
per great! ; 
is Star-Journal an 
000 published let- 
; and ages 


s one O 
tive features © 


Tribune 


@ Star-Journal (evening) and 
@ Tribune (morning)—over 360,000 
@ Sunday Tribune—over 400,000 


puncture, 
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handled quite a few critic 


Ms 
that way and got caught only once 
—by Earle Barber, who was ‘hep 
sales manager for Alfred Decke; 
|& Cohn. Mr. Barber just re. 
marked, “Oh I see you overriileg 


me about that change I asked ‘or 
Guess it doesn’t make any 
ference at that.” 

One client to whom I regularly 
submitted copy always picked y 
his pencil before he startec 
read. Sometimes he would : 
his revisions with the heading 
That meant he had practical] 
rewrite the whole advertiseme 


because, in a planned piece of 
copy, there is a development of 
thought from heading to conclud- 
ing sentence. 
The Direct Approach 
I got tired of his revising, and 
revising. One day as he started 


to draw a line through my head- 
ing I asked rather tartly, “What 
are you going to put in the place 
of that?” “Why, I don’t knoy 
yet.” “Oh,” I said, “I was in 
hopes you had a much better one. 
You know,” I continued as pen- 
sively as I could, “I did a lot of 
work on this copy, from headline 
straight through to ‘Write for free 
booklet’ and I tried to make every 
sentence a logical sequence to 
the one preceding it. Suppose 
you just read the whole thing 
through and then, if necessary, 
we can start revising.” He looked 
at me and started to read in ap- 
parently a_ this-time-I’ll-humor- 
you spirit. 

But he approved that piece of 
copy and five others in the series 
Also he approved _ subsequent 
campaigns with a minimum of 
pencil marks. He always read 
before starting to revise. His 
name may interest you. It is O. C 
Harn, then with National Lead, 
later the guiding spirit of the 
Audit Bureau of Circulations, who 
is now enjoying a well-earned re- 
tirement in California. 


Revising the Commandments 


With the _ critics who said: 
“Never use a negative statement: 
a positive is much stronger,” | 
often had success by remarking 
that I’d like to have someone 
| strengthen the Ten Command- 
ments by writing them all in posi- 
tive form. 

An exhibition of anger will 
sometimes stem a flood of criti- 
cism and turn what looked like a 
disaster for the campaign into a 
victory for its planners. 

One client starting a busines: 
new in its general field had been 
more or less feeling his way 
along, especially as to a sales pol- 
icy. Consequently the advertising 
had been experimental and desul- 
tory at best. But this day the 
agency, feeling that trial stages 
were past, had a campaign to pre- 
/sent and I was there because I 
| had played a major part in its 
| preparation. 


The Client Cuts Loose 


| The layouts of impressive 
stood, with flaps down, on 
wainscot of the chief executive's 
office. I had a sheaf of copy in 
my hand. Other executives ! 
|in, greeted the agency men, 
sat down expectantly. Before 
| spokesman could speak the clien' 
| president cut loose with as vio-ent 
abuse as I’d ever heard in 
gathering—deprecating what © ac 


size 


“the little 
magazine 
with the big 
audience” 
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a 47 : 
ticisms 
l 1 been done and looking for nothing,;our proposed campaign — con-| getting all the answers to all the . . oo c 
“ vas better in the future. | sumer copy and layouts, dealer | questions he believed his crowd Edith Hawk Heads New Inglis Division : 
Decker suspected that some rival| promotion, space, media and cost| possibly can ask tomorrow. He is Philadelphia Adwomen John Inglis Company, Toronto, : 
ist re. agency had pur rep: seeds a —all to shreds. going to sell any doubting Thom- Pesan: Sawn, | of Pisce & | sed ps ge poker vagy cisco of Po 
s-content and that the crop prob- ‘ : s ti ; 1omson, Inc., has been elected | ’ special products division, to 
ed 2 abl: passes F be a change 4 al oe AG in Fines fe oedlng. ga fey eee en) president for 1945-46 of the Phila- pod ore by W, Ao SS 
ly dif. cies. So there was nothing to gain| Mr. Johns and I tried to put the) Mr. Johns and I took the five — Club of Advertising| ne encry 3 — oa ie — 
by just taking it. I got kind of| pieces together for him, to sell) o’clock train the next afternoon | Other officers are: Mrs. Heien merly seneral superintendent of 
gularly sore, too. So figuring that I could | him on our plans, but it was still| with “O. K.” written on copy,| Carroll Corathers, “Roche, Wil-|the Inglis company’s ordnance di- 
ked up perhaps get my hands on the|in shreds when he left for his | layouts, list and estimated total|liams & Cleary, vice-president; | Vision, while Mr. Scott was re- 
ted to pronze figure on his desk before|home. “What,” asked Mr. Johns, | cost. Emma B. Mosley, Chestnut Street | cently associate director of Na- 
d start he could I spoke up: “are we going to do, Briney?” | If I were called upon to offer|Engraving Company, treasurer; | tional Selective Service, Canadian 
eading I thought I knew my man fairly | any constructive advice on how to | Mrs. Ada C. Hart, Philadelphia | Department of Labor. 
all d And So Does the Agent well. I had even had a drink or| handle critics maybe I’ve indi-| ay ag peceee secretary, and 
sement Just one minute now! I want|S0 with him, so I answered with at cated here that such advice would ane Sou sig soe adage CORN — HOGS — OATS — CHICKENS 
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Molly Millers have made Real Story, Movieland and Real Romances 


their favorite books. This youthful market has what it takes 


to make volume sales: an annual family income of 244 billion dollars; 


outstanding brand consciousness; a constant, active determination 


to achieve ever-increasing loveliness. The Hillman Women’s Group 


attracts youth. Youth makes new markets. New markets make sales! 
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Blackhawk Signs Neblett 


Blackhawk Brewing Company, 
Davenport, Ia., has started spon- 
sorship of Johnnie Neblett’s “So 
the Story Goes’ program on five 
Iowa Tall Corn Network stations, 
under a 52-week contract for the 
five-a-week show. H. W. Kastor 
& Sons, Chicago agency, handled 
the contract for its account with 
Neblett Radio Productions, Chi- 
cago. 


THE BAKING INDUSTRY MAGAZINE 


_ Bakers Helper’c. 


FACT NO. 27 — 
BAKERS' HELPER sub- 
scribers represent a cross- 
section of the whole in- 
dustry — bakery owners, 
and production men. This 
stable paid circulation 
covers the field ade- 
quately, economically, 

profitably. ir) 
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Tailored Quiz 
Shows Beat Net 
Program Ratings 


40 Stations Use 
‘Tello-Test' Adopted 


by Chicago Agency 


Chicago, Aug. 8.—There’s gold 
for agencies as well as for adver- 
tisers in the local quiz show, as 
|'Schwimmer & Scott, Chicago ad- 
vertising agency, can testify on 
the basis of the success achieved 
by its Tello-Test program. 

When previous give-away pro- 
grams were rumored to be in dis- 
favor with the FCC, which was 
said to be frowning because such 
programs were lotteries or gam- 
bling, many stations arbitrarily 
dropped the shows. 


But Schwimmer & Scott was 


convinced of the value of such 
programs, and was experimenting 
to find one that would pass legal 
scrutiny. Finally it came up with 
Tello-Test, which got a thorough 
search for legal “bugs” by the 
agency’s lawyers before being 
turned over to WGN, Chicago, and 
its legal battery. They, too, gave 
the format a clean bill of health 
and the Hirsch Clothing Company, 
Chicago, became its sponsor. 


Keeps High Rating 


Within weeks the program 
achieved a Hooperating of be- 
tween 10 and 11, a rating it has 
kept for the past year. Since then, 
Schwimmer & Scott has franchised 
Tello-Test to 39 other local sta- 
tions and the Don Lee Pacific 
chain. 

Walt Schwimmer, agency part- 
ner, believes “‘no other local ‘strip’ 
show ever attained such a rating 
as Tello-Test.” 

On two New England stations, 
WAAB, Worcester, and WEAN, 
Providence, he points out, Tello- 
Test programs get 22 and 25 
Hooperatings respectively, topping 


the best network shows broadcast 
in that area. 

Although rigidly bound by legal 
and ethical standards, the de- 
visers of Tello-Test brought out 
what they believe is the answer to 
the quiz show—good entertain- 
ment in itself, a cash prize for 
good will and added interest, and 
a show devoid of moral prejudice. 

The agency now supplies sta- 
tions that buy Tello-Test with a 
booklet outlining in detail how 
the show should be run to avoid 
FCC or public disapproval. All 
questions are supplied by Schwim- 
mer & Scott, with answers based 
on standard reference works. 
Stipulations in the contract keep 
the show in line with agency pol- 
icy. 

‘Win’ Words Taboo 


While the system of selecting 
the numbers to be called is not 
divulged, it is said they are chosen 
with impartiality. There is also 
a rigid enforcement of certain 
taboo words. The program’s m.c., 
for instance, must never’ use 


“win,” “give away,” “jackpot,” 


& 


“You're fooling with fire,” some 
said, when the Courier and the 
Press first proposed a community- 
wide religious forum aimed at 
greater tolerance and understand- 
ing among all faiths. 


“That's the stuff dreams are 
made of and it won't work,” they 
added. But the Evansville news- 
papers, with the cooperation of 
religious leaders, MADE it work. 


Catholics, Protestants, and Jews 
turned out to hear top men, na- 
tionally recognized in each faith, 
discuss spiritual problems on an 
interdenominational basis. Ap- 
proved by the Evansville Confer- 
ence of Christians and Jews, the 


ADDRESS NATIONAL 


EVANSVILLE COURIER 
The Evansville Press 
Che Sunday Courier and Press 


ADVERTISING DEPARTMENT, SCRIPPS-HOWARD NEWSPAPERS 


THE 


speakers last season were Rabbi Jonah B. Wise, Dr. Daniel Poling, 
and Father Francis J. Talbot, Society of Jesus. 


Tickets for the series were sold at 50 cents. Receipts from re- 
served seats went to the Red Cross canteen. All the rest went to 
the participating churches. Expenses were paid by the Courier 
and the Press — as a tangible contribution to a project they 
feel is vital to the continuing progress of the rich Tri-State area 
they serve. 


Leadership? Acceptance? Ask any of a hundred churches that 
benefited financially and spiritually. Evansville spirit is the pro- 
gressive spirit, where everybody co- 
operates and where the Courier and 
the Press are looked to, not only for 
news, but for guidance and leadership 
by the 88,000 prosperous families who 
read them with pride every morning 
and evening. 
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“kitty,” “lucky,” “a chance,” 6; 
“prize.” He should say to the 
winner, “We will pay out,” 6, 
“We will send ... the money yoy 
have earned, which is your re. 
ward.” The m.c, never says ‘The 
line is busy” when he gets np 
answer, but rather, “We get q 
busy signal.” 

In all other instances, the ob. 
ject is to eliminate any connota- 
tion of chance, consideration o; 
prize, the three elements of |ot- 
tery or gambling. The program 
strives to evoke skill in answer. 
ing, to reward a contestant fo, 
his fund of knowledge. Most im. 
portant, one need not even be 
listening to the program to be 
eligible for a reward. 


Educators Endorse Quiz Show 


The interest of educators jy 
such programs is evidenced in an 
editorial about the Vick-spon- 
sored quiz program over Station 
WJR, Detroit. “The Michigan |j- 
brarian” said: “One of the inter- 
esting points about the present 
program is that people do not 
stop with just the answer to the 
immediate question. They become 
curious about other facts in the 
life of John Paul Jones. They 
argue about when William Allien 
White died. They want to read 
the poem, ‘Casey at the Bat.’”’ 

Isabella E. Swan, editor of “The 
Michigan Librarian,” in a letter 
to Schwimmer & Scott’s Fred 
Vosse, who correlates the ques- 
tions supplied to stations and 
supervises all the Tello-Test pro- 
grams now aired, said: “Librar- 
ians in this area have discussed 
this radio program at length. It is 
doing a great deal to promote con- 
tacts between the library and the 
citizen. Some of our libraries are 
making an all-out effort in sup- 
port of the program. The 15 out- 
side lines of the switchboard at 
the Detroit Library have _ been 
tied up by this quiz many times, 
yet the Detroit librarians are 
eager to support the principle be- 
hind the program.” 


Supplies Library Placards 


Not patently so altruistic, but 
obviously significant, is the reac- 
tion of the Chicago Public Li- 
brary to WGN’s Hirsch quiz show. 
This institution was receiving be- 
tween 5,000 and 6,000 telephone 
calls a day for answers to the 
questions asked. Its 60 branch 
libraries were swamped with per- 
sonal and phoned inquiries. The 
library was eager to render a 
public service, but how could it 
be done? Mr. Vosse gave them 
the answer. He now supplies the 
main library and the 60 branches 
with placards giving the answers 
to questions asked on the program, 
placards that also mention the 
Hirsch WGN program, 

WGN runs six quiz programs 2 
day. WAAB, Worcester, runs its 
quiz show more than once a day, 
but WLOL, Minneapolis, runs one 
as many as five times a day. The 
interest in the show in Worcester, 
however, is so great that the sia- 
tion uses four times as many 
questions a week as does any 
other Tello-Test program. One of 
the reasons is that Worcesier 
women’s clubs pool their kno'v!- 
edge for the answers and divide 
the winnings. 

Currently 
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Chemical Company, New York, 
for Vaporub, and Carter Products, 
inc. for Arrid, are such local 
sponsors as Goldblatt Brothers’ 


Chicago department stores, Filene’s 


department store, Boston, and 
various laundries, fur _ stores, 
women’s and men’s. clothing 
stores, paint and wall paper com- 
panies, jewelry stores, dairies, 


coffee roasters and drug stores. 
In some towns the program is 
participating, with as many as 
four advertisers sponsoring it. 

As the recent ADVERTISING AGE 
survey disclosed (AA, June 21, 
98. July 3), such programs are 
aired at all times of the day and 
far into the night, with appar- 
ently equal acceptance regardless 
of the time of broadcast. 

Some idea of the popularity of 
these shows with local citizenry 
can be seen in anecdotes Mr. Vosse 
relates. In Fargo, N. D., for in- 
stance, they had to set back the 
time for opening schools in the 
morning because the pupils would 
not come to class before hearing 
the quiz program. Why they 
didn’t put the show on earlier 
wasn’t explained, but in Fargo, 
Tello-Test is said. to beat the 
‘Breakfast Club” for listeners. 


Yale-Harvard Interest 


At Yale-Harvard clubs in New 
England there is a daily pool on 
the question being aired on the 
show. In Quincy, Mass., the city 
council stopped its proceedings 
one day to debate on a question 
being asked on the local quiz 
show. And when one station 
asked who wrote “Casey at the 
Bat,” it elicited over 100 news- 
paper stories commenting on 
“Casey,” while 10 editorials were 
devoted to it. 

Hundreds of letters, as well, 
come in from educational authori- 
ties, citing the programs for their 
educational value. For that rea- 
son, the questions have tended 
towards historical, literary, geo- 
graphical and current subjects. 

The simplicity of the quiz show 
is annoying to some people, how- 
ever popular it is with the ma- 
jority. There’s the Chicago news- 
paper columnist, for instance, who 
lets off steam by printing the an- 
swers to questions currently being 
asked. He has himself a time, 
but neither the agency, the spon- 
sor nor the stations object to his 
idea of fun. They like the pub- 
licity it brings their shows. 

Cost of the franchises for such 
shows varies with the locality 
covered by the station. New York 
and Chicago, for instance, pay 
about $100 a week to use the 
ormat, while in smaller markets 
it might cost only $10 a week. 
Similarly, the amount of money 
aid out varies with the areas— 
the stations in the larger cities 
Paying out about $35 a day and 
ihe smaller cities about $2.50. 

Consolation “rewards” are 
ften paid to those who answer 
he telephone but not the ques- 
on, and usually are in the form 
fasample of the sponsor’s prod- 
ict. This lends itself well to 


‘hat all good programs are seek- 
Ng—the painless commercial—for 


WIDF Flint says you 
"g/t have War Bonds?” 


when the m.c. tells the consola- 
tion prize winner what he is get- 
ting, the m.c. can manage to 
mention the sponsor’s name and 
product several times without ap- 
pearing too forward. 

Strangely enough, the Hooper 
rating of these programs is as 
high in non-phoning areas as in 
those served by telephones, lead- 
ing the sponsors to believe that 
people listen to such shows for 
more than the money they might 
win—er, earn. 


Bob Ripley might be interested 
in something that happened on a 
quiz show broadcast over WSBT, 
South Bend. The question on the 
opening program of the _ series 
was, “Who was the first paid 
coach of Notre Dame’s football 
teams?” After many misses some- 
one got it right, giving the name 
of Frank Herring. Incidentally, 
many townsfolk were unaware 
that his widow still lived in South 
Bend, but following the program 
she entered the sponsor’s store 


and thanked him for the program 
that paid tribute to her husband. 

But the 
capture the interest of South 
Benders was to follow. On a 
succeeding program, the question 
was, “Who was responsible for 
the founding of a Mother’s Day?” 
Many, of course, answered, Anna 
Jarvis. But it turns out to be 
Frank Herring, the former foot- 
ball coach, who years ago sought 
to have a bill passed in the In- 
diana 


legislature designating an | 


incident that was to | 


Rte Fz 
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official Mother’s Day. 

They still talk about that one 
in South Bend, where the Tello- 
Test program rates higher than 
many a top network show. 
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IMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


LOS ANGELES 


GARFIELD BLDG, 


SAN FRANCISCO 
RUSS BLDG. 


HUGH W. HITCHCOCK 


°?From every standpoint, newspapers have been an ideal medium for Packard 


Director of Advertising & Public Relations, 
Packard Motor Car Company 


advertising. Our aim has been to arouse motorists to prompt action on protec- 


tive service for their cars. Undoubtedly, a large share of the campaign's suc- 


cess can be attributed to the ability of newspapers to reach the reader at a 


time and place when the action desired is easy, natural and convenient. A 


further value in the newspaper medium is the fact that advertising with dealer 


signatures is a morale-booster for dealers and helps to ‘keep the dealer's name 
£ / 


alive’ during a period when product advertising is not appearing. 
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This advertisement, prepared by the Bureau of Advertising, A. N. P. A. is published by The Toronto Daily Star, Toronto, Canada in the interest of all newspapers 
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Westinghouse Will 
Spend $11,500,000; 
Sees Volume Up 


Pittsburgh, Aug. 8. — Westing- 
house Electric Corporation, antici- 
pating a postwar business in ex- 
cess of $100,000,000 annually in 
23 different types of electric appli- 


ances, has approved plans to spend 
$11,500,000 on an expansion pro- 
gram at its Mansfield, O., and 
East Springfield, Mass., plants. 
This expenditure is expected to 
provide for a 50% increase in the 
manufacture of electric appliances 
after the war, A. W. Robertson, 
chairman of the board, announced, 
with additions to the company’s 
appliance lines including home 


LIKE 


to sell 


everything 


—and no place like 
Better Homes ¢z Gardens 


2,300,000 familves 


that makes for home. 


Winn It, 2nd. 3rd 


WSGN's percentage of listening 
audience among all BLUE (now 
AMERICAN) stations in Hooper's 
32-city audience survey is: 
1st IN THE MORNING 
2nd IN THE EVENING 
3rd IN THE AFTERNOON 


Yes, WSGN is 
“ALABAMA'S BEST BUY FAR!” 


THE BIRMINGHAM NEWS-AGE-HERALD STATION 
Represented Nationally by Headley-Reed Company 


x 


and farm freezers, automatic 
clothes driers, steam irons, food 
mixers, and new types of vacuum 
cleaners. 

Of total expansion costs, $6,500,- 
000 will be spent at the Mansfield 
plant and $5,000,000 at the East 
Springfield plant. Mr. Robertson 
said that the company will be in 
production on several lines of ap- 
| pliances: by October-or November if 
manpower and materials are avail- 
able, though appliances will not 
become generally available before 
early 1946. 


‘Snow Named Ad Mar. 
| of Lear Radio Division 


Homer Morgan Snow, formerly 
| with Lennen & Mitchell, New 
| York, where he supervised the 
| market research and sales analy- 
| sis operations of a three-year dis- 
| tribution study of the radio home 
‘receiver business for General 
| Electric Company, has been ap- 
| pointed advertising and public 
relations director of the radio di- 
| vision of Lear, Inc., New York. 
Advertising sales promotion 


manager for the American Home, 
House Beautiful and Redbook, 
respectively, for 11 years, Mr. 
Snow has had wide experience in 
retail advertising and merchan- 
dising with department and home 
furnishings stores in New York 
and Boston. 


Dennison Appointed 


Mirra Chemical Company, Col- 
umbus, O., has appointed Craig 
E. Dennison Advertising Agency, 
Buffalo, to handle advertising of 
its Mirra moth immunizer and 
other products. A campaign in- 
cluding magazines, business 
papers and radio is scheduled to 
break in the near future. 


Two Cancel Meetings 


The 1945 convention of the Na- 
tional Frozen Food Locker Asso- 
ciation has been canceled this 
year in compliance with govern- 
mental travel restrictions, and state 
or district sessions throughout 
the country will be increased. The 
National Association of Indepen- 
dent Tire Dealers, for the first 
time in more than 25 years, has 
also canceled its regular rubber 
conference. 


Advertising Age, August 13 
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Beer Ads Accepied § 


by 88% of Radio 


New York, Aug. 8.—Out . 
nation’s total of 884 comn 
radio stations, 88% accept be 
vertising, 10% do not, and 29 
failed to express themselves 
way, a J. Walter Thompson 
pany survey reveals. 


Made for NAB 
The agency’s statistics are 
on a nationwide survey of be: 


vertising acceptance by radi. 
tions made for the informati 


the National Association of B 


casters, and covering all con 
cial radio stations with the e 
tion of 32 college and rel 


not accept 
kind. 


advertising of 


In reply to the question, 
you accept advertising for beer” 
replies were received as follows 
783 stations do accept beer adver. 
tising, 88 do not, and 13 failed 


respond. 
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Don't be caught with your 


FIGURES down! 


Don't guess or you're liable to underestimate the importance of the 
post-war Los Angeles Market. Get the cold, hard unbiased facts and 
figures from your Hearst Advertising Service man or send for your FRE 


Copy of POST-WAR LOS ANGELES. Address: Business Research D - 


vision, Los Angeles Examiner, Los Angeles 54, California. 


SUNDAY 
CIRCULATION 


750,000 


LARGEST WEST OF 
- CHICAGO 
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P f ed ¥ GAIN AND LOSS PERCENTAGES - 52 CITIES res) | 
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iC UNE 1945 - 1944 Loss GAIN | 
. LASSIF ICATIONS ~40 -30 -20 -10 ry 10 2 
@ Ol the artis “3.9% 
nmreia JENERAL 4.9 
be ad AuTOMOT IVE 31.5 
29 lave INANCEAL -2.1 ~ 
es cithe rorat DisPuay 6.4 —_— | 
on “om SLASSIFIED 1.6 na 
| ToTak ADVERTISING “4.5 wens 
DEPARTMENT STORES 6.5 names 
JANUARY | = JUNE 30, 1945 = 1944 
ire aseq 
be: ad RETAIL “1.6 - 
adi Sta- GENERAL 6.9 eee 
nation of AuTOMOT IVE -10.8 erm | 
f Broad- FIWANCHAL 9.1 meen as» 
commer Torat Dispray 3.0 — 
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religious DEPARTMENT STORES “4.5 — 
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ion. “Dx JUNE NEWSPAPER RECORD—The automotive classification took a plunge in | 
- oust June, compared with the same month of 1944, according to Media Records’ | 
Selon measurement of newspaper linage in 52 cities. Classified held its own with 
: lows 


er adver. 
failed + 


a gain of 1.6 per cent over last year. In the January I-June 30 period, | 
financial shows the only gain, with 9.1 per cent above the same period of 1944. | 


amed Radiomarine V.P. 


Capt. George F. Shecklen, re- 
ntly with the USNR, and for- 
erly commercial manager of 
cA Communications, Inc., has 
pen elected vice-president, gen- 
al manager and director of the 
adiomarine Corporation of 
merica. He joined the Marconi 
ompany as supervisor-operator 
} 1919, later transferring to the 
adio Corporation of America 
hen it took over the Marconi 
ations. He has served as China 
bpresentative for RCA and was 
ter elected vice-president of RCA 
mmunications, Inc. 


Bristol-Myers Promotes 


George S. McMillan, director of | 
public relations of Bristol-Myers | 
Company, New York, for the past | 
year and a half, has been elected | 
secretary. He was formerly sec- | 
retary of the Association of Na-| 
tional Advertisers and previously | 
managing editor of the Tea e| 
Coffee Trade Journal for 10 years. 


Coffee Co. Names Agency | 


Inter-American Coffee Com-| 
pany, New York, maker of Kup- 
Kafey, has appointed Small & | 
Sieffer, Inc., New York, to handle 
advertising in newspapers. 


hen the U.S. government made a test census, it chose St. 
seph and Marshall Counties, Indiana. 


AIN—To make the national nutrition studies, it picked 
‘same counties. 


AIN — It found that the “Average American Family” lived 
one of these counties. 


f the 


s and 


chose them because they're the two counties* in America 
t (ypical of the nation’s agricultural-industrial structure. 
‘tter testing ground for any product made for the typ- 
i Arerican family ? 


FRE- lat 
sh D- 


* St. Joseph County, with South Bend the county 
seat, is the home of WSBT. Marshall County 
adjoins it. Both are in the WSBT primary 
service area—where nearly everyone listens 
to WSBT. Have you seen our Hooper lately? 
It’s a real eye-opener; send for a copy. 


PO . atrs 960 K.C. 


COLUMBIA 


NETWORK 


YL 4. RAYMER CO. * NATIONAL REPRESENTATIVES 


AKE YOUR TESTS WHERE 
NCLE SAM MAKES HIS! 
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WISCONSIN-IZED 


SELL "EM WITH THE FARM PAPER THAT 
TALKS WISCONSIN TO WISCONSINITES 


Wisconsin has its own special and individual farming problems and 
Wisconsin has its own farm business paper to deal with them. Wisconsin 
Agriculturist and Farmer has grown up with Wisconsin through 96 
years. It has lived with Wisconsinites—shared their work, their plans, 
their problems. Win this rich market with the one medium that talks 


Wisconsin farm business to Wisconsinites—exclusively. 


se 
WISCONSIN 
AGRICULTURIST & FARMER 

RACINE, WISCONSIN 


oJ. | ane 


‘ 
7 

E 
iz 


b oe 2 ! ; mage: ‘ a, i F 6 : f : ~~ ; r . . . - J * ¥ 4 — 
é ares . _ a 
y t : 
a 
a & me 
? eae 
tay as i 
wv Met hee Ae Ce A a td 
NN iE REE RE a em Ee tes ge ae aks 
st ee Tr fa so 
1 eae aS ae 
a? oo ss 
ww as am 
a N 4\ | ¥ 
TTT (0 | ae 
PE r—(ttist ) \ 7 
a | a at! ee 
ee —_- — : 
a co THE FUTURE | : 
-— a \0rr 31 piouasl 
ee “a «4% Me uae! ae 
ee oi Be ie r : ; ; e e ; 
a $< av < C3 
— a aie RE ee 
| —  ~se 6 6 | a — 
Se Sa. ° ae Pile 
eae oie } EER % “ 5: Ong ; } pe 
a | ti‘ RES , aay \ oo 
| _ °c ee *% \ ag 
eat oe : J | co ? 4 pi ey En E 2 ; o 
pa) ~ a Co Beoy et? ' 
Ne By “4, ” « 7 oe cy ; . e3 i 
— SA ; 4 Coes ge Se \ 
| 8S * - . i ae ¥ .& 4 \ 
SR ie - > ~ % kh ' i ait 
oe | _ Co sit ra CY ; é \ ot - 
SS He ae = : ae i : R. ena : ee . 
a | foe. Ue é eo 8 Sa _ ae : 
| ae Ze , |. -  & =e 
r Z ae 4% - waa. a % . 
ee | \ a a “ a \ : 
eee : Nee : \ ie ’ , # i 
Scnientoncenes : a . s k i ig 
ee 3 : oh ; =, : 2 > ae ea ‘ ts = ze 
3 | y ~ 2 Z ; ~~’ ™ oH as \ $s . ise 
a eA ; kaciall ROL ae se 5 * 
i oF a E A— A ¢. >» PH one 5 ae ey et Bi 9 Se : 
Nil F 5 ‘ == SVS Ss ae ae 4 
Op &s ‘ ‘———> & Sen Sas Sen ar me ne 3 
% : “a - iv. ) - =, — eae Mh Ahem on, 9 ht Dagey woury 3 : 
e4 iy | ( a= —- OS fz Sess Le eae ES eee, 4 
oe hoe : —sF ° ee — — Potion og 4 3 " 
R a E 1 : f — : Sas Cea ee te epee ig ae i 
a i “ = fe A y a - rr Pea eee = wane ee : S 
s Id . RT \ —_—_—_—_—_——_—_—_l|> >> a se Me a Ring ee Mk ea Nae a ps J 
' r tia en ag ee haa Ce ity ee age Ce Mi ‘ i oe =, 
ed es 7 ” "2 teas SS ve “te 5 ee on - & i 
Tl x . SS. kL ee | | ea = 
oe — betes 5 Vor, é Lt = 
Oe Sh cd ¥ iy é “J = 
4 ae : 
P| | | | 
ee Be = 
ene 
Bea Fe 
a@ 
ca Rs . 
. oe | , 
4 
ek. 
t " 
t 
SS 
2 S\ 
ae : ra EA 
Re ae _ 4 4 
se \ Pe a 1 WL 
Berea Sa 4 : / iui 
1 Se a, Ms ae 
BES Ba i : ae - ; : ¢ ' 
f ys 
SC | en . 


52 


Barco Changes Agency 


Advertising of the Barco Lab- 
oratories, Brooklyn, manufacturer 
of Barcolene all-purpose cleaner, 
has been placed with Charles W. 
Hoyt Company, New York. New 
York newspapers and radio par-| 
ticipation are being used in a 
new campaign starting Aug. 1 
and ads stress the product as a 
substitute for soap in the present 
shortage. 


Issues Adhesives Book 


Minnesota Mining & Mfg. Com- 
pany, St. Paul, has issued a new) 
12-page booklet called “3-M <Ad- | 
hesives in Industry,” available on | 
request from the company’s ad-| 
vertising department. The book-| 
let 
hesive operations in many differ- 
ent industries, methods of appli- 
cation and a listing of physical 
properties. 


MERCHANDISING ist LAYS 
with Beauty, Functio 


Point-of-Purchase Displays “powered by” 
Display Guild accelerate sales through 


illustrates and describes ad-| 


Small Margarine Makers Say 
‘Big Three’ Win Unfair Break 
Washington, Aug. 9.—Tennes- 
see Senator Tom Stewart got an 
earful of the business jealousies 
seething below the surface in 
government when aé_ group of 
small margarine manufacturers 
appeared this week to charge that 
Swift, Best Foods and Kraft have 
profited from manipulation of 
cotton seed and soy bean oil al- 
locations. 

While there was no charge of 
fraud or collusion, the little firms 
protested the action of the War 
Food Administration in shifting 
the base period for oil quotas 
from 1940-41 to 1944, without 
consulting the industry advisory 


By STANLEY E. COHEN, Washington Editor 


committee. 

Since early in the war, mar- 
garine makers have been assigned 
quotas of 167% of 1940-41, so 
that they can expand their sales 
operations to provide spreads for 
civilians throughout the country. 
While the “big three,” with estab- 
lished national sales machinery, 
could easily market the expanded 
quota, witnesses said, the little 
fellow had to begin the long, hard 
job of obtaining independent dis- 
tributors in new sales territories, 
and it was well into 1945 before 
he could move the full 167%. 

While admitting that the shift 
to a 1944 base benefits the “Big 
Three,’ who operated at 167% 
throughout the year, government 
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people contend their problem 
to get margarine on the a 
and to allot the raw materials , 
those who will quickly convert ; Note 
into margarine. The little fellow dent 
reiterates that he was “just ge.f. «; 
ting going,” but now the “j,™™e"” 
three” are proportionately bette, 
off than before the war. 

ok * 


Plan: Now that 10 radio 
executives have joined the 
of newspaper, newsreel and filp 
industry people touring Europeafm/ake'i 
areas, it might be well to dust ogfiMosec 
a suggestion brought back fromm™fCC 
the Pacific by this correspondenfiower 
last spring, that governmen fim the 
might obtain heavy benefits from 
an overseas visit by top sale 
managers and War Advertising 
Council personnel. At the time 
it was pointed out that the Arm 
and Navy spend considerable 
sums on war correspondents, wh¢ 
write for relatively limited audj 
ences, while a similar expendi 
ture might win the assistance anj 
understanding of a sales execu, 
tive who could provide the vastly 
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“A public 


service 


that can never be measured} 


the use of good mechanics and design. 
Merchandise displays are expertly 
planned and fabricated and include 
metal stands, cabinets, merchandisers 
and dispensers. Let us help you plan 
your post-war displays now. 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor + Business Exhibits 


ae 


SAYS FREDERIC C. WALCOTT, 


President of American Wildlife Institute, 
former U. S. Senator from Connecticut, 
investment banker, manufacturer, mem- 
ber of U. S. Food Administration, Con- 
necticut State Welfare Commissioner 
and President of Connecticut State Board 


= @Oak' 
US. PLE NOW TTT eee 


JAPREL VRE" HR 


Circulation Growth Based on 
Editorial Excellence and Service 


98% CONCENTRATION IN CITY AND RETAIL TRADING ZONE 


of Fisheries and Game. 


public service that can never be 


~ *6* * 


fishermen and hunters. 


A.B.C. Publisher's Statement, March 31, 1945 


In Metropolitan Oakland, They Read the 


WILLIAMS, "LAWRENCE G CRESMER "CO; 
nal Representatives Including Sunday Magazine 
, ers SUNDAY NEWSPAPERS, ae 
AMERICAN NEWSPAPER PUBLISHERS’ 


stature in their eyes. 


cover to cover. 


‘| believe Outdoor Life magazine is making a 
great contribution to the happier, peaceful 
world to which we all fervently look forward. 


“Sports and recreation must definitely be a 
part of that world if it is to be complete, and 
Outdoor Life—with its campaign to protect the 
future of fishing and hunting—is performing a 


Twenty-six million sportsmen will be 
found after the war in the fields, forests 
and along the waters of America . 
increase of 50% in the pre-war number of 


That’s a sizable group in any country 

. a group which will have many wants 
to fill besides the immediate needs of 
angling and shooting. 


Because Outdoor Life is campaigning 
all over the United States and Canada to 
make sure these men will have all the 
fishing and hunting they can enjoy, Out- 
door Life has acquired new and greater 
..a magazine that 
is appreciated, respected and read from 


measured.” 


- an 


Outdoor Life 


he xe of ditoriminating yoosit 


353 FOURTH AVENUE, NEW YORK 10, N.Y. 
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oblem jG perior audience of a national 
Market MBoriodical and radio campaign. 
terials t * * * 
Onvert if note: It is probably just an ac- 
le Cllowf@:qent, but perhaps there is some 
JUS’ get.J nificance in the fact that the 
the “big. CC commissioners appoint- 
ly uring the past 18 months 
out to be the four-man 
rity that insisted FCC could 
io tt stop the WLW transfer with- 
1e + additional power from Con- 
an Commissioners Durr, 
Eu ield and Walker, who op- 
> di sed the transfer, and felt that 
ck cc need not ask additional 
SP wer to stop it, are “old-timers” 
ver 1 the FCX: 
fits ss 
top Jottings: Discharged veterans 
iverti ho were magazine publishers 
the timgmefore 1942 may get more than 
the Arma—pe 5 tons quarterly of magazine 
\siderablemmeper allowed to “newcomers” 
ents. whagmder L-244 .. . OPA Staff “re- 
ted audimprters” have been ordered to 
expendigmgve Doth sides of discussions at 
tance an@gpdustry advisory committee 
1s execypmeectings. . Food rationing of- 
he vast)qmgeials credit Drew Pearson with 


ing the nation’s number one 

fee salesman. A Pearson story 

impending coffee shortage last 

ring caused runs which nearly 

rced the nation into rationing, 

hey say. (Serutan paid the bill.) 
* * * 


Job: If there is to be a Census 
Manufactures and Census of 
usiness for 1945, interested 
rties ought not lose more time 
eparing to make their feelings 
own. Unless Census gets an 
propriation soon after Congress 
sumes in October, the project 
ust be abandoned. Declaration 
support from the U. S. Cham- 
br of Commerce a few weeks 
io helped some, but was not 
bough to overcome the inertia 
at has tied up the bill in the 
iles Committee as a result of in- 
fferent support from marketing 
ganizations, and lack of strong, 
nstructive letters on business 
ationery. 


a * * 


Transfer: Disturbed because 
barly 72% of the $2,000,000,000 
surplus aircraft and capital 
ids on its inventory is listed as 
nsalable,’ RFC has_ brought 
er Al Frey who set up the pub- 
ity, advertising and research 
ogram for surplus consumer 
pods at Treasury, to head up an 
ganization devoted to finding 
W uses and new markets for 
e “impossible” items, and those 
lich are badly overstocked. 
bss: Col. Joseph Woodlock, “sales 
meeenager”’ for RFC surplus prop- 
é ly, is the latest business man to 


a. econvert.” He joins Rochester 
ea ire Rope Corporation Oct. 1, 
ee er service with the Army, and 
ol "i the original Will Clayton sur- 
oe S property organization. 

2 ‘ * * & 

S Se" @FTC: Illinois Baking Corpora- 
a) Meme” must convince the commis- 
a 


4 . 4 500,000 


1OCK PHOTOS 


= S 


£ FOR INFORMATION 


NN & FABRY CO. 


WABASH AVENUE 
CHICAGO 


sion that advertised “surveys” 
showing ice cream cone industry 
preference of its product were 
complete, and correctly reported. 
Moreover, FTC says that the firm 
“does not give away hand painted 
enlargements ‘free’ with the pur- 
chase of its cones, as the price of 
the enlargements is included in 
the price of three cases of cones.” 

. FTC’s “free” campaign ap- 
pears also in a complaint against 
Match Corporation of America, 
which, it is said, required recipi- 


{ents to perform some services or 


make a purchase to obtain a cow- 
hide carrying case, the cost of 
which had already been added to 
the merchandise. 
* * 8 

Add Jottings: Special commit- 
tee under Phil Hauser of Census 
which is mapping the Commerce 
Department reorganization ought 
to have a report for Secretary 
Wallace by the end of the month. 
. . OWI is stepping up car con- 
servation information to offset 


over-optimism 
from WPB 


that may 
announcement 


forthcoming new cars. 


Dealers tied 


in 


an estimated 1,000 communities. 


spring 
of 
National 
Association of Independent Tire 
last week with 
distribution of a sample ad, which 
will be sponsored by members in 


53 


Hooper Names Two 

Edythe F. Bull, secretary and 
manager of the special surveys 
division of C. E. Hooper, Inc., 
New York, and Dorothy M. 
Behrens, publisher of network 
Hooperatings and Pacific net- 
work reports, have been named 
directors of the company. 


TORONTO, 


GIBBONS 


ADVERTISING 


MONTREAL, 


J.J 


KNOWS CANADA 


- GIBB 


OO BAY STRE 


WINNIPEG, 


MERCHANDISING 


ONS LTD. 


TORONTO 


REGINA, CALGARY, EDMONTON, VANCOUVER 


FOR THE TOWN 


morning on the back page of The Detroit 


Free Press is a column written by a youngish 


sort of gentleman, to whom his parents gave the 


name “‘Mark Beltaire’’. His column bears the label: 


“The Town Crier’’. 


Here, in’a few hundred words, Mr. Beltaire sets 


down in readable, easy-going English, the choice 


bits of prophecy and of hearsay; the doings of people 


and the unusual in events that are born of the activ- 


ities of this metropolis of 3,000,000 human souls. 


Unlike some other writers with similar themes, 


Mr. Beltaire is no “snoop”. He peeps through no 


JOHN S, 


*MARK BELTAIRE 
“THE TOWN CRIER”’ 


keyholes, uncovers no “deep, dark secrets”. Here 1s 


a gentleman’s column, conducted in a gentlemanly 


way, for Detroiters mainly, but chock full of bits of 


news that make mighty good, mighty interesting 


reading. Some writers can be prolix ina paragraph, 


but Mr. Beltaire is truly terse in a whole column. 


‘The Town Crier” is only one of numerous 


features that make up Detroit’s best-read, best- 


liked newspaper —the only morning newspaper in 


400,000 homes in this area . 


..a combination of 


attention value and thorough going mass coverage 


that makes advertising more sellable. 


Dhe Detroit Free Press 


KNIGHT, PUBLISHER 


“A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 


“For the most disinterested and meritorious public serv- 
we rendered by any American newspaper during the year 


* 1944.” Pulitzer Medal Award to The Detroit Free Press. 


ro / 
STM DETRONT FREE PRESS. 
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Douglas Reaches Scouts Two Kimberly-Clark 
W. L. Douglas Shoe Company, | Directors Resign 


Brockton, Mass., is running a} 
campaign in Boy’s Life, published | Sensenbrenner 
using a series of “How well do} poration, Neenah, 
you know . 

Boy Scouts. Each ad in the series | Kellett. 
illustrates its problem and carries | 


James C. Kimberly and John S. 
: - long-time direc- 
by the Boy Scouts of America,| to). of the Kimberly-Clark Cor- 
% : act have re- 
Ble eadlines which | signed. ‘Their places will be filled 
present problems of interest to! by W. H. Clifford and W. R. 


Wis., 


Mr. Kimberly, who joined the 


the answer at the bottom of the/ firm in 1891, is the son of one of 


ad. Harold Cabot & Co., Boston,| the four original founders of the 


is the agency. | paper company. 


Oe 


wmcomrevn. | 


INDUSTRIAL EQUIPMENT NEWS 


What's New - EQUIPMENT - PARTS - MATERIALS 


TRY'S ORHCIMAL PRODYCT INFORMATION REPORTING SER WICK 
Mo MN 


FOUNDED 194) 
PUPLITHED FOR PLANT OPERATH AFPC AVED. 


wT THOMpS MECISTER 


‘QT es TSS Te 


production to finish the war and to 
re-convert . . . operating men in all 
industries need up-to-the-minute 
|e taree walns product information. 

More than 40,000 (52,000 before and 
after rationing) operating men who 
buy and specify for the larger plants 
in all industries use IEN to look for 
their current requirements. 


Retails? Write for “The IEN Plan” 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 
461 Eighth Ave. New York 1 


*Be sure to promptly post our editorial 
ment on your new and improved products. 


depart- 


Mb lk, 


twee 8 1 we Prestbom: 


tO SOPH Ce we 


© GMUSSEEG an.» TSGEEED | 
er pe pe 
duction preaiems 
WANTED! pees: 
Current product ap 
information* A. 
Now more than ever before .. . for mane y 
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Now—There Is a 


New Factor 
Rotogravu 


on the Coast 


D 


Something over a year ago, the California Roto- 
gravure Company of Los Angeles passed to new 


ownership. 


Under the new management, this plant, which has 
always been the largest, finest gravure facility west 


of St. Louis, is enjoying further expansion of 
ment and personnel. 


equip- 


First step in the development was its change to 
100% union operation. Because of this, improvement 
and expansion of personnel has been easy—union 
gravure men from the East and Mid-West being 
afforded for the first time an opportunity to locate in 


Southern California. As a result, the aug 
staff now includes top-notch executives and 


mented 
crafts- 


men from seven of the country’s leading rotogravure 


houses. 


Recently California Rotogravure Company took on 
the publication of the Los Angeles Times “Home” 
magazine in full color, which together with other 
local periodicals at present entirely engages our pres- 


ent manpower. 


In the future, when further expansion in personnel 
is possible, we will be in a position to serve addi- 
tional publishers and national advertisers. Your post- 


war blueprint could well include a plan to 
where you sell.” 


Not Connected With Any Other 
Gravure Printer in the United States 


“print 


California Rotogravure Co. 


Caat M. Bicsey, Sole Owner 


2801 E. llth St., Los Angeles 23, Calif. 
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Wear Causes Consumers 


to Speed ‘Group’ Work 


‘Greater Alertness’ 
Shown in Analysis 
of 1,600 Meetings 


New York, Aug. 9.—‘The war 
period has tended to unify the 
thinking of all consumer groups 
and to make that thinking more 
objective,” the Committee on Con- 
sumer Relations in Advertising 
has pointed out in a_ booklet, 
“Continuing Study of Consumer 
Meetings in the United States,” 
covering 1,624 such meetings held 
in the three wartime years, 1942- 
1944. 

The report also notes a trend 
toward ‘more cooperation  be- 
tween groups.” 

On the other hand, “even the 


most skeptical have become con- 


vinced of the effectiveness of ad- 
vertising in securing cooperation 
in an aggressive war effort and 
in clarifying some of the restric- 
tive measures made necessary by 
a war economy,” the report ex- 
plains. “The public in general is 
quite appreciative of wartime ad- 
vertising and feels that advertis- 
ing on the whole has improved.” 


Benson Heads Group 


The committee, headed by John 
Benson, former president of the 
American Association of Adver- 
tising Agencies, and managed by 
Dr. Kenneth Dameron, makes 
these “summary observations” in 
the report: 

“1. Consumers have a_ well- 
defined interest in informative ad- 
vertising and selling. Meetings 
devoted to buying information, 
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grading and labeling, adve 
correction, price protectio) 
consumer cooperatives e 
size this fact. 


1Sing 
and 
Pha. 


“2. Consumer education js , 
permanent part of educ: jon) 
and social interests. . 

Consider Broader Aspe: 

“3. This study reveals a cop. 
sumer ‘alertness,’ a more ey |ight. 
ened, better organized, and qujt, 


active consumer group. . . Cop. 
sumers do not think of thei: 
lem entirely in terms of the na. 
row action of buying, but . _ | 4 
the broader aspects of their rela. 
tion to the economic system 

“4. Consumers apparently ar. 
quite willing to undertake th. 
solution of their own economi 
problems and wish to have some 
voice in management problem: 
affecting them. The surpris. 
ingly large number of meeting 


devoted to postwar plans and ob. 


jectives indicates .. . the continy. 
ing nature of consumer econom; 
problems. 

“5. The significance of th 
study to the advertising man ; 


ies typewriter in 1873 
was one of the first great steps for- 
ward in releasing American office 
workers from virtual slavery. Not 
uncommon for office workers were 
ten and twelve hour days, six day 
weeks. The introduction of the type- 
writer and specialized business ma- 
chines made it possible to reduce 
these hours of labor while boosting 


office output. 


To design workable machines, how- 
ever, was not enough. These ma- 
chines must be produced in great 
quantity at low cost. They must be 
well built and long lasting. There 


has been great progress in office ma- 


THE BRAMSON PUBLISHING CO. 


2842 W. GRAND BLVD. + DETROIT 2, MICHIGAN ,; 


— 


chinery production. But tomorrow, 
production engineers, never satisfied 
with the status quo, will build even 


better machines for less money. 


One of the things that makes this 
progress possible is the interchange 
of ideas between men, each learning 
from the other new and better ways 
of doing things. Since it was first 
published 12 years ago, PRODUC- 
TION Engineering & Management has 


sought out the latest information at 


its source and presented it in an 


authentic, useful, interesting manne: 


to mass production executives |: 
help them to do a better job. How 
well we have succeeded in this air 
is shown by the steady increase i 
reader response and advertising vo 
ume. Ask your Bramson represe’ 


tative to show you the figures. 
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Ver tising thre fold: (1) It gives a picture 
i { so-called consumer ap- 
or consumer movement in 
terms of what consumers talk 

at their group meetings; 
+ reveals an obvious demand 


for more information in advertis- 
ing and selling and adequate pro- 
pels yection in the marketplace; and 
; © Con. fF (3) it may clarify his problems in 
er light. [public relations. As a result we 


Nd quite f/#may see more public relations ad- 
. . Con. fyertising and ‘consumer relations 
2ir prob. MBadvertising.’ 


’ nar- Need More Research 
eir ni “6. The study suggests the 
em (value of further research, especi- 


ntly areqmelly in the field of informative 
ake thegmadvertising and selling.” ; 
economic The report shows “a definite 
Ve someinterest in setting up a federal 
problemmdepartment to deal exclusively 
surpris.qgpvith_ consumer problems.” 
Although “consumer and_ the 


Meetings . . 
and ob.mgpwar” was the outstanding topic, 
continy.gmaiscussed at 718 of these 1,624 
economimmmeetings in the three-year period, 
“BR specific objectives of consumers” 

of themm<was the topic at 476 meetings, 
+ man i(_y business presentations” at 204, 
‘consumer education” at 98, and 


“organization and planning” 
it 69. 


Objectives Specified 


Among the 476 meetings on 
pecific objectives, commodity 
uying information was discussed 
st 206, price protection at 127, 
onsumer cooperatives at 38, con- 
umer protection at 31, grading 
] ind labeling at 30. Thirteen meet- 
ngs were concerned with labor 
onditions in manufacturing, 12 
vith consumer income and pur- 
hasing power, 10 with advertis- 
ng and the consumer, and nine 
yith consumer credit. 
General consumer problems 
omprised the dominant topic 
nder the subject heading, ‘“con- 
umer and the war,” having been 
jiscussed at 339 of the 718 meet- 
ngs devoted to this subject. Nu- 
rition and food conservation oc- 
upied 138 meetings; conservation 
f household equipment, 88 meet- 
ngs; postwar discussion and plans, 
B4 meetings, and conservation of 
lothing, 69 meetings. 


Government Speakers Lead 


Of a total of 2,384 speakers be- 
ore the 1,624 meetings, 934 
(40%) came from government, 
ncluding defense councils; 630 
(26%) from business organiza- 
ions; 388 (16%) from women’s 
rganizations; 341 (14%) from 
ducation; 45 from consumer or- 
sanizations; 24 from labor, and 
2 from business-consumer joint 
rganizations. 
The meetings analyzed in the 
~oklet were only those reported 
n the press for the three-year 
eriod for which clippings were 
iVailable, “Without doubt,” the 
ommittee on Consumer Relations 
ays, “there were many not re- 
sannet ~rted and a large number re- 
~rted which were not included 


= the clipping service.” The 

. How lumber covered, however, was 

—s tlieved to be an _ adequate 
: ample, 

ase | 

1g vo Fewer Meetings Held 

preser Due largely to more stringent 


fave! restrictions and increased 
vartime duties, the number of 
fetings covered declined from 
8 in 1942 to 624 in 1943 to 102 


ADVERTISING 
LAYOUT ARTIST 


‘a \geney, wants top notch man 
tapible of rendering crisp, 
‘pe kling rough and _ finished 
layouts. Permanent position. 
food pay. good opportunity. 
\poly by letter only giving ex- 
berenee, salary desired and full 
det.ils. Do not send samples. 


Art Director 
Hutchins Advertising Co. 
3701 N. Broad Street 

Philadelphia, Pa. 


in 1944. 

The report points out that “the 
rather marked interest in con- 
sumers’ cooperatives in a sense 
summarizes a whole series of con- 
sumer interests.” This is based 
partly ‘on the feeling that present 
retail methods are unsatisfactory 
from the consumer standpoint. 
In particular, cooperatives have 
taken a stand in favor of grade 
and informative labeling and 
more informative selling effort.” 


Although “as merchandising in-| creasing “in the production of 
stitutions, consumers’ cooperatives | goods and specifically the labor 
are not of special significance,”| conditions in manufacturing.” 
representing in 1939 less than | 


55 


There is “a more definite affilia- 
tion between organized labor and 
consumer groups.” 


0.5% of retail sales, “as a medium 


of consumer education and a 
channel of expressing consumer 
reaction to distribution, they are 
of great importance. One state, 
Wisconsin, requires the teaching 
of consumer cooperation in pub- 
lic schools.” 

Consumer interest also is in- 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. WN. Y 


MARKET- WIDE 
INFLUENCE ! 


THATS [7 / 


I'LL PUT 
“INFLUENCE ” 


/N CAPS / 


V4 AR or no war, The Oregonian’s first 


“must” for 95 years has been complete news 
coverage. It is as true today as through the 
Civil war, Spanish-American war, World 
War I, and other national emergencies. 
Keeping faith with readers has its reward 
—they swear by the accuracy of Oregonian 


news 


and editorial comment. Circulation 


leadership follows naturally. 
Such a combination gives The Oregonian 
market-wide influence—with “INFLUENCE” 
spelled in capital letters — throughout the 


great Oregon trade area. This asset is passed 
on to the advertiser. 


“If you aren't in The Oregonian, 
you aren't in the Oregon market.” 


The Oregonian 


PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


~THEY RE TALKIN’ 
OREGON/AN 
AGAIN - 
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FCC Clears Way 
for New Postwar 


Radio Stations 


Washington, Aug. 8.—The great 
postwar struggle for new stand- 
ard, FM and television stations 
was about to get under way today, 
as the FCC issued a statement re- 
vealing that applicants will be 
permitted to file new requests or 
bring their applications up to date 
during a 60-day period beginning 
Aug. 7. 

While the commission will not 
be able to take up the FM or 


television applications after the 
expiration of the 60-day period of 
grace, it plans to go into action 
at that time on standard applica- 
tions which have already been 
heard, and those which were pre- 
viously designated for hearing. 


Materials Will Be Available 


Withdrawal of the freeze on 
radio station construction was 
prompted by advice from the 
WPB that materials will become 
available within the next few 
months for use by broadcast ap- 
plicants in all categories (stand- 
ard, FM, television), and it is 
indicated that construction started 
during the latter part of this year 
can be completed within the nor- 
mal period of a construction per- 
mit. Last weekend WPB pre- 


4-H Club Members in Mississippi . . . 


Folks turn first to - 


- 


JEPARTMENT OF LOYOLA UNIVERS! 


NEW ORLEANS os 


THE GREATEST SELLING POWER 
IN THE SOUTH'’S GREATEST CITY 


50,000 Watts * Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 


dicted civilian radio output would 
be at a half-prewar rate during 
late 1945, and full prewar by 
March, 1946. 


Although the commission will | 


be prepared to grant immediate 
action on the expiration of the 
60-day period on the standard ap- 
plications that have been “frozen” 
in the files, it pointed out that 
FM and television applications 
must await adoption of regula- 
tions for each of the services. 


30 to 90-Day Service 


Standard station applicants 
who have already had hearings 
will be permitted to reopen the 
record during the period of grace, 
the commission said, but other 
standard station applicants who 
have been designated for hearing 
will not be assigned hearing 
dates until after the 60-day 
period. Chairman Paul Porter 
said in a speech to the NAB sev- 
eral months ago that the commis- 
sion’s goal was to provide 30 to 
90-day service on applications. 

In inviting would-be  broad- 


FCC pointed out that it could not| television from the FCC indus 
take up FM and television at this! committees that had been wor 


time, but it has said that staff 
members will be processing these 
applications to reduce the time 
lag once the standards for these 
services are issued. 


Hearings Are Finished 


When these standards would 
appear seemed to rest squarely 
on the commission this week, for 
the detailed public and engineer- 
ing hearings on FM and televi- 
sion were apparently closed, with 
the commission confronted with 
voluminous records and advice on 
all subjects. 

During the FM ownership hear- 
ings, broadcasters supplied a 
number of pointed challenges to 
the commission’s “single market” 
plan, particularly as it would hit 
New England and the rural areas. 
There was also considerable criti- 
cism of the plan to limit “dupli- 
cation” between FM and standard 
programs. 

Over the weekend, FCC re- 
ceived technical engineering rec- 
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ing on these problems. Revom. 
mendations for television inc! ideq 
400 class A, B and C stations 4 
serve 125 of 140 recognized mar. 
keting areas, with class D stations 
for the other 15. 


Two Given 7 Channels 


Under the plan the 13 ele. 
vision channels would be div ideg 
so that New York and Chicag, 
would have seven channels each 
for class A stations; Los Angeles 
would have seven channels fo; 
class C; Philadelphia four class 4. 
Detroit five class A, and Sap 
Francisco six class C. 

While the engineering problem 
continued to command attention. 
FCC apparently was on the verge 
of settling the FM and television 
standards only to plunge into q 
new legislative tangle with the 
industry over the right to own 
and control stations. 

FCC’s split 4-3 decision of the 
sale of WLW to Avco, and the 
accompanying controversy ove; 


casters to file their applications, 


ommendations for both FM andj{control of stations by manufac. 


Reader's Digest 


From time to time, this column will report the 
international adventures of the world’s most 
widely read magazine. 


NEW GUINEA. An Englishman, leading an Aus- 
tralian patrol in a Jap-infested jungle, happened 
upon a native village whose head-hunting inhab- 
itants, spears pointed, eyed the patrol ferociously. 
Suddenly the Englishman spotted a small boy 
wearing a missionary Sunday School medal. “You 
fella savvy God?’’ he 
asked. The boy nodded, 
then countered: “‘You 
savvy one fella Holy 
Ghost?” In reply, the re- 
i? sourceful Englishman 
Te impressively presented his 

’ tatooed right arm. The 
boy exclaimed: “Ah, you God-man,” and before 
the Englishman had time to protest, led him to 
the body of a long-dead native who had not been 


buried because there was no man of God to read 
the Christian burial service. The Englishman, as 
“God-man,” was coerced by the headhunters 
into reading the service, which he performed with 
quaking heart. “For,” he confessed, “being with- 
out a Bible, my burial service consisted of a 
solemn reading of an article on Juvenile Delin- 
quency from Reader’s Digest.” 


SWEDEN. With the end of the war in Europe, the 
peoples of Norway and Denmark have been clam- 


oring for the reading material so long denied them 
—the free literature of the non-totalitarian world. 
Accordingly, the Stock- 
holm office of Reader’s 
Digest rushed quantities 
of Det Basta, the Swed- 
ish-language edition, to 


both countries. Thus, 
until it becomes possible to provide Danish- and 
Norwegian-language editions of the magazine, 
the editors of Reader’s Dige-t hope to help bring 
Danes and Norwegians up to date in what has 
been happening outside occupied Europe, through 
the Digest printed in Swedish, their sister language. 


* READ BY THINKING PEOPLE ALL OVER THE 


Renders Dige™ | 


——" 
- 


DEPARTMENT OF INTERNATIONAL OPINION. 
From Shukri Bey El Quwatli, President of the Re. 
public of Syria. “Tt is in the nature of the modern 
world that no nation can live in intellectual iso- 
lation. We welcome the Arabic edition of Reader's 
Digest not only as a messenger of good-will but 
also as a herald of understanding between nations.” 


GLOBAL. One out of every five Americans in uni- 
form gets Reader’s Digest by mail or from his 
post exchange. The service subscription list alone 
totals more than 1,300,900, 
and keeping up with the 
never-ending shifts in 
Army and Navy person- 
nel is a tremendous cler- 
ical job. One measure of 
its magnitude: changes of 
address from service men 
and women pour into Pleasantville at the rate 


of 8000 a day! 


LETTER OF THE MONTH—From a Nicaraguan 
reader of Selecciones, the Spanish edition: “The 
original way in which Selecciones prints its adver- 
tisements results in the reader looking for the ad- 
vertisement and not the advertisement looking [or 
the reader, as happens in most publications.” 


Advertising is accepted in the Arabic, Finnisl. 
Spanish, Portuguese and Swedish editions. Reader's 
Digest International Editions, Inc., Pleasantville. 
N. Y. Phone: Chappaqua 400. 


International Editions of 
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turers and absentee owners, was 
further complicated over the 
weex-end by a new discussion 
within the commission of the ex- 
tent to which station financial 
data should be made public, over- 
sha owing temporarily the recom- 
mendations on station ownership 
which the commission has prom- 
ised to send to Congress. 
Financial Data Withheld 

New financial and ownership 
reports which stations must file 
April 1 each year have been de- 
signed to make ownership data 
of licensee open for public in- 
spection, but network and tran- 
scription contracts, as well as 
fnancial data of licensees, will 
not be open to the public. 


In 


FCC said it is giving further con- | 


announcing the new forms, 


sideration to expanding its annual 


| essentially public business? 
statistical report so that the re-| 


“If it is the former,” he con- 


port will contain certain financial | tinued, “the information required 
data with respect to the opera-|is private information and it does 


tion of individual stations. 

The commission’s decision drew 
a sharp protest from Commis- 
sioner C. J. Durr, who contended 
that the entire balance sheet of 
stations, including network and 
transcription contracts, should be 
open to the public. 

“It seems to me the commis- 
sion’s action in these proceedings 
must necessarily turn upon the 
answer to a question concerning 
the fundamental nature of radio 
broadcasting,’ Commissioner 
Durr said. “Is it essentially pri- 
vate business tinged only with 
such public interest as may flow 
as an incidental by-product of 
profit making operations, or is it 


not seem to me the commission 
itself has any right to demand 
it. If it is the latter, the com- 
mission is entitled to full infor- 
mation, and I can see no reason 
why information made available 
to the commission should be held 
from public scrutiny except as 
required by clear considerations 
of national security.”” He.pointed 
out that the Communications Act 
at no point requires that com- 
mission files be kept confidential. 


Hits Competitive Argument 


“The public has a very definite 
interest in seeing that radio is 


used as something more than an| 
|advertising medium,” 


Commis- 


| sioner Durr declared. “If it is to 
serve the public interest, broad- 
casting licensees have the re- 
sponsibility of presenting educa- 
tional programs, programs of 
Civic and public nature, discus- 
sions of public questions, ‘and 
other types of public service pro- 
grams, as well as programs of 
purely entertainment nature.” 

Meanwhile, Congressman Em- 
manuel Celler, New York, who 
urged tightening up of super- 
visory control including reexam- 
ination of the FCC’s position in 
granting licenses to manufactur- 
ing firms, department _ stores, 
newspapers and others, suggests 
that interests engaged in other 
lines of business should be pre- 
vented from acquiring broadcast 
| properties. 
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... swell background for 


your story, Canada Dry”! 


Gu a creature of impulse! She's 
young, alive, spontaneous. She’s 
just naturally emotional! 

So it’s no wonder she’s getting a 
thrill out of a sophisticated story by 
Adela Rogers St. Johns, one of the 
great names that bring color to the 
pages of Cosmopolitan. 

Great writing makes great reading! 
And Cosmopolitan packs its pages with 


reading that quickens the pulse, re- 
leases smiles and laughter, goes straight 
to the heart. 


What a set-up for you, Canada Dry! 
Keep talking to her about Sparkling 
Water as she fancies herself a hostess in 
the atmosphere Adela Rogers St. Johns 
creates. Tell her how “the Champagne 
of Ginger Ales” adds zip to a party. 
Remind her again that your LV.C. 


[osmopolitan 


GREAT WRITING MAKES GREAT READING 


Wines make any meal an occasion. 
This is your big opening, Canada 
Dry — she’s just been through the 
story-book world of Sophie Kerr, she's 
been influenced by Sinclair Lewis, en- 
thralled by Louis Bromfield and the 
other great writers in Cosmopolitan. 
Emotion makes wars. Emotion 
makes marriages. Emotion makes sales. 
* A Cosmopolitan advertiser since 1930 


v/ 
Emotion makes Wars 
Emotion makes Marriages 
Emotion makes Sales 


Akron's reputation as the 
birthplace of rubber is firmly 
secured with the sudden 
growth of a new, mammoth 
industry — “RUBBER RE- 
SEARCH." It has already 
reached proportions un- 
dreamt of in the history of 
rubber. Briefly, the picture 
of Akron's new Rubber Re- 
search industry to date is 
this: 


® Goodyear Tire and Rubber 
Company now has in opera- 
tion a new, modern $1,325,- 
000 laboratory. 


® General Tire and Rubber 
Company, in March, opened 
a new $500,000 laboratory 
building. 


®@ Firestone Tire and Rubber 


Company, on July 3rd, com- 
leted a new $2,000,000 
Lsuunaners. 


®@ Seiberling Rubber Com- 
pany recently opened a 
$115,000 laboratory in its 
new administration building. 


@ B. F. Goodrich Company 
now has in the planning stage 
a mammoth new laboratory 
that will cost more than 


$1,000,000. 


“Rubber Research" is an- 
other reason why Akron, 
a rich war-time market, 
will be a _ prosperous 
peace-time market—one 
you cannot afford to 
overlook when planning 
your postwar sales pro- 
grams. 


Re present ed by 


STORY, BROOKS & FINLEY 


CHICAGO 
ATLANTA 


PHILADELPHIA 
LOS ANGELES 


NEW YORK 
CLEVELAND 
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HELP WANTED 


HELP WANTED 


—The Advertising Market Place— _- _ 


Tho rates for this department are as follows: “Help Wanted,” “Positions 
“Representatives Wanted,” 
Terms cash with order. 
Wodnesday noon preceding publication date. Display advertisements take 


Wanted,” 


60 cents a line, minimum charge $3. 


card rates. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


ané “Representatives Available,” 
Fortns close 


HELP WANTED 


|Old established publishing firm in 


Advertising Agency 
Wants Experienced | 


Layout Man 

+ 
A nationally known Chicago adver- | 
tising agency needs a capable lay- 
out man to fill immediate opening. 
He should have agency or studio 
experience. He will work with a 
congenial group on a wide variety 
of national accounts. Please write 


a complete letter regarding expe- 
rience, etc. 


| 
| 
| 
| 


Address Box 6196, Advertising Age, 
100 E. Ohio St., Chicago II, Illinois. 


} ences and 


engineering construction field wants 
an experienced, successful salesman 
to work Midwest territory repre- 
senting a monthly magazine, and an 
annual catalog and directory serving 
the export market. In reply give 
age, education, experience, refer- 
desired salary. 

Box 7461, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST—$4100 A MONTH 
Recognized long established Adver- 
tising Agency wants Artist who can 
do comprehensive layouts, some fin- 
ished art and lettering ... Regular 
hours 9 A.M. to 5:30 P.M. ... Per- 
manent... Sent samples which we 
will promptly return. 

Box 7518, ADVERTISING AGE 
100 E. Ohio St., Chicage 11, Ill. 


OPPORTUNITY IN VEXAS 
Agency has good job for alert young 
man who can contact existing ac- 
counts. Excellent production and 
management support by our staff. 
Salary and commission. Permanent. 
Send photo and complete details. 

Box 7514, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ml., | 


ADVERTISING SALESMEN 


Prefer previous experience general 
Consider 
be- 


ginners. Salary. Real future. Promi- 


industrial trade journals. 


ambitious, interested veterans, 


nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


We have a number of jewelry stores 
in the Midwest that need a top- 
flight advertising man, who knows 
merchandising and can create good 
layouts. We can afford to pay top 
salary. An excellent chance for real 
advancement to the right man. If 
you are experienced but “fenced in,” 
here’s your chance to exercise your 


abilities. Can you fill the shoes of 
this much-needed person? Write 
your qualifications, and salary de- 


sired. 
Box 7493, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


» ... Are the men who 
read PETROLEO DEL MUNDO. 
They read this publication to keep 
informed of new developments 
within the Latin-American pe- 
troleum fields. Their interest is 
keen. They appreciate this all- 
Spanish publication, because it 
speaks their language .. . because 
it's “tops”. . . and because it’s au- 
thoritative. 

Due to the rapid expansion of 
the Latin-American export market 
and the extreme interest shown by 
PETROLEO DEL MUNDO read- 
ers, your message in this publica- 
tion gets results from the men 
who make the South American 
purchase J. 

To the right are a few com- 
ments by top purchasing execu- 
tives in Central and South 
America that make interesting 
reading. 


INDEP THE MANAGEMENT 


REX W.WADMA 
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by all of 


"We 
for 


awaited by six of our 
Production men." 


"Petroleo Del Mundo is we 
Our several readers appre 
many helps with our drilling pro 
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in my purchasing of Petroleum 
» and is read through 


"Your ‘paper is patiently 


Del Mundo helps me 


our personnel." 
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save all back numbers 
ready reference." 


1l edited. 
ciate its 
blems." 


POSITIONS OPEN 
With agencies, advertisers, pub- 
lishers and in radio for both men 
and women, 
No obligation to register. 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 

Sales manager for advertising 
play firm (cardboard, wood, ete.). 
Imperative you have background 
with top flight nationally known 
users of ad displays. Sales force 
comparatively small. Little travel- 
ing. Work out of Chicago or Mil- 
waukee office. Salary and commis- 
sion on personal clientele. Organiza- 
tion outstanding in creative design 
and constructiogp. Service and vol- 
ume available. State current yearly 
volume, whom representing, age, 
family status, availability. Display 
Corporation, 357 E. Erie St., Milwau- 
kee, Wis. 


SALESMAN OR BROKER 
For advertising displays (cardboard, 
wood, etc.). 

Exclusive East, Midwest, and West 
Coast Territories. Imperative you 
have substantial top flight clientele 
of manufacturers of nationally ad- 
vertised products. This organization 
outstanding in creative designing 
and construction. In position to ren- 
der exceptional service on volume. 
State current yearly volume, whom 
representing, age, family status, 
availability. L. A. Sauer, Display 
Corp., 357 E. Erie St., Milwaukee, 
Wis. 


AGENCY OPPORTUNITY 

in TEXAS 
In the prettiest, friendliest, cleanest 
of Texas’ big, fast-growing indus- 
trial cities, sure to grow by leaps 
and bounds in the period ahead, is 
the opening for a man who is an 
account manager with what it takes 
to be 90% his own boss. 


Here you will be close to the top. 
You'll have some of our important 
accounts. You’ll get full credit with 
clients for your good ideas and 


sound judgment. 


3ut you'll have to be a SERVICE 
man with high creative ability. A 
new business specialist would be 


out of place in this job. Several ac- 
counts are over 17 years old. We do 
a strong job on copy. Almost neces- 
sary is either small agency experi- 
ence or up the hard way from pro- 
duction desk to account manager. 


Work! All you can handle. But you 
get paid accordingly; get full credit 
for your ideas. Clients respect this 
agency. Many of them will come to 
see you. Writing, planning, account 
service will be your job. Layouts? 
Seratch pad roughs to guide the 
artist, but you have to spark the 
ideas. You also have to be an execu- 
tive, and know how to get others 
to work with you and for you. 


The Pay? That depends on the man. | 
Earnings are based on percentage of 
income from accounts, with a regu- | 
lar monthly guarantee to cover all| 
living costs. Income opportunity | 
permits pleasant living and savings. 
You can live better here on much 
less than it takes in Big Town. But] 
if you expect income in the $10,000 
bracket (or even close to it) any 
time soon—save your postage. 


| 
| 
Pedigree? It will be helpful if you, 
come from the southwest, south or | 
midwest. Experience minimum of 5) 
years is required. Your letter ase | 
tell us everything you would re- 
quire were you on our side of the| 


desk. Send no samples—now. Strict | 
confidence. Our people know of 
this ad. . . 

Box 7517, ADVERTISIN AGE 


100 E. Ohio St., Chicage 11, Ill. 


AD PRODUCTION MANAGER for 
growing Chicago advertising agency. 
Excellent opportunity for man under 


50 with capacity for handling de- 
tail work. Starting salary $325. 
Box 7513, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


ADV. ARTIST with creative ability 
to quickly produce rough layouts as 
well as some finished work for 4-A 
agency. Part-time or free-lance 
basis, state preference. Write fully 
covering age, training, experience, 
and desired rate per hour. Don't 
mail samples. Request appointment. 
Box 7508, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Assistant 


Long established publisher of 
self-improvement books and 
courses has an exceptional op- 
portunity for a young man with 
some experience in mail order 
selling. Experience should in- 


WANTED | 


clude publications, lists, prep- 
aration of printed matter and 
analyzing results. This opening 
offers a most unusual chance 
for rapid advancement and de- 
velopment. Phone Harrison 0318 


for appointment or apply by 
letter. 


Markus-Campbell Company 
1315 S. Michigan Avenue, Chicago 


Advertising Age, August 13. 945 


a, 


WANTED! 
AGENCY 
COPYWRITER 


Medium-size, growing 


agency with national ac- 
counts has opening for copy- 
writer. Unusual opportunity 
for young man who really 
likes to write. If you have 
agency 
tell us all about yourself in 


recent experience, 
first letter — in confidence. 
Do not send samples. You'll 
work with congenial com- 
Outside 


group insurance; retirement 


panions. office; 
and hospital plans; 5 day 
week. Location — Empire 
State Bldg. Starting salary 
$6500. Box 6195, Advertis- 
ing Age, 330 W. 42nd St., 


New York 18, N. Y. 


ee ed * i i ee 


ARTIST 


HOW’D YOU LIKE TO LOCATE IN 


TEXAS? 


4-A LEADING SOUTHWEST AGENCY—has op 
portunity for good, all ‘round artist; no specialist 
but proficient in layout, lettering and illustratior 
roughs and finishes. Seven account men keep flow 
of work constant and interesting; strictly nationa 
and sectional accounts; foods, apparel; beverages 
miscellaneous. Congenital organization of 30 by 
no place for prima donnas. Air conditioned offices 
Compensation plan gives artist all he can produce 
and we can bill at fair Dallas prices (lower of 
course than New York or Chicago), less moderate 
pro-rated costs. Send representative samples, 
finishes, proofs and tissue roughs. Write complete 
details first letter stating present and expected 
income. State earliest availability. 
P. &. If not interested personally 
someone who would fit, 
write us. 


but know 
pass on info to him 
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TRACY-LOCKE 


COMPANY, INC. ADVERTISING AGENCY 


DALLAS 


TEXAS . . 1307 PACIFIC 


WANTED 
EXPERIENCED 
AGENCY 
COPYWRITER 


A fine opportunity in a ma- 
jor Chicago agency for a 
capable man. Must be a 
general writer with years of 
successful agency experience. 
Write and tell us about 
yourself — experience, salary 
Hl expected, education; and all 
important information we 
should have. Correspondence 
strictly confidential. 


Address 
Box 6198, Advertising Age, 
100 E. Ohio St., 
Chicago |, Ill. 


Mcwnanasscarn . 
SALESMEN 
WANTED 

To sell specialty line of merchan se 
for manufacturer in electrical d 
since 1917. AA-I rating. To cal! on 
most lines of wholesale trade 4 
make detail calls on dealers. T 

tory openings in Missouri and »° 


Illinois. 


Nationally Advertised Lines 

Exclusive Territories 

Salary and Expenses 

Excellent Post-War Prospects 

Should Have Own Car 
Reply to 

Box 6193, Advertising Age 


100 E. Ohio St., Chicago II, Ill a 
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advertising Age, August 13, 1945 


HELP WANTED 


HELP WANTED 


salesman—Publisher of Tech- 
rade magazines offers splen- 
vortunity to man in his 30’s 
>. er. Salary $3900 a year and 
onus. Chicago and midwest terri- 
ry, state qualifications and give 
; eferences. 


o> 7512, ADVERTISING AGE 


space 
’ 


11a 


100 BE. Ohio St., Chicago 11, Ill. 
\DVERTISING MANAGER 
attractive earnings! Real opportun- 
tv f man thoroughly qualified and 


need in retail store advertis- 
d sales promotion of quality 

slot! for men, women, children. 
ref trained in midwest in city 
nder 150,000. Give experience, ref- 
‘ences, present earnings, expected 
nings. Inquiries held confidential. 
vri Robt. Armstrong, c/o Arm- 
tron <'s, Cedar Rapids, Iowa. 
{ssiSTANT TO ADV. MANAGER 
“CHICAGO INDUSTRIAL FIRM 
efor man with previous experience 
» advertising production; should 
ave creative ability and knowledge 
¢ merchandising. Give age, educa- 
on, experience and marital status. 
“Box 7523, ADVERTISING AGE 

100 BE. Ohio St.. Chicago 11, Ill. 
POINT OF SALE EXPERIENCE 
*xcellent opportunity for good crea- 
ive man experienced in layout and 
bosigen. Of displays, banners, window 
rims, ete. Must know cardboard 
onstruction. Production experience 
» both lithography and letter press 
fesirable. Position will lead to Art 
irector of large department for 
cht man. Excellent postwar oppor- 
unity. C. S. P. Company, 2635 N. 
‘ildare Avenue, Chicago 39, Illinois. 
“ADVERTISING SALESMAN 

or well established farm publica- 
ion in Middle-West. This addition 
. staff offers real opportunity. 
gricultural background preferred 
but not essential. Write giving past 
xperience, references and salary de- 


ired 
Rox 7525, ADVERTISING AGE 
s. Ohio St., Chicago 11, Il. 


xpe 


52 
100 E. ¢ 


WANTED 
AGENCY 
COMPTROLLER 


A fine opportunity in a major 
Chicago agency for a capable 
man. Write and tell us about 
yourself—experience, salary ex- 
pected, education; and all im- 
ortant information we should 
ave to consider you for this 
highly important office. Cor- 
respondence strictly confiden- 
tial. Our own staff knows this 
advertisement is to appear. 


Address 
Box 6197, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


Wanted! 


ASSISTANT 
WVERTISING MANAGER 


One of our clients—a 
leader in the fashion field — 
makers of Flexees Bras and 
Foundation Garments — is 
seeking an assistant advertis- 
ing manager. This is a won- 
derful opportunity for an 
aggressive, clear-thinking 
young man. 

e State age, experience and 
salary requirements. 

¢ Appointments will be 
made by letter only. Please do 
hot telephone. 


IRSHON-GARFIELD, Inc. 


0 FIFTH AVENUE - NEW YORK 19, WN. Y. 


PROMOTION MAN 

opening for experienced] sistant to ace 
man to create and handle complete 
production of advertising and direct| background of 
mail promotion 
lished business 


teplies held strictly con- 


POSITIONS WANTED 
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POSITIONS WANTED 


on two well estab-|and radio experience. Type of posi- 
publications. Splen-| tion that will lead to sole handling| civilian 


for the right man.| of accounts. 


Salary open. Give full particulars in Box 7519, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING AGE “ae ih Gnantiva = maaaes oe nt | Box 7515, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. ~~ creative - minded, c opy 


cation, war record, business experi- 
salaries earned, and starting 


ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. gent direction 


Young man desires position as as- 


medium size Chicago agency. |} 


minded agency. 
18 years newspé é - agency 
ADV. COPYWRITER for 4-A agency.| experience, A solid ‘baekano een y 
Must have good record for creative 
to write outstanding ads} counts, and the 
for industrial and consumer ac-| originality. 

counts. Opportunity to become copy 
chief. Write fully covering age, edu- 


i solid background of | Seasoned salesman with imagination 
planning and writing important ac-|and copywriting ability who does 


Box 7516, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. tion with topgrade trade magazine} White, magazine, dir. mail. Knows 


| y™ POSITIONS WANTED 
SALES AND MERCHANDISING SPACE SALESMAN, Experienced, 
eS ; EXECUTIVE OPEN , ,| Successful, industrial & general 
ag \g : sroad | Now employed as termination chief} Wide acquaintance agencies, adver- 
agency, industrial) for large war plant ready to recon-| tisers, exporters. Middle- West. 
vert himself into sales promotion of | Box 7520, ADVERTISING AGE 
products for manufacturer | 100 E. Ohio St., Chicago 11, [ll 


ount executives in| 


| preparing for peace time markets. COPYWRITER 
Young man, advertising, merchan- 
dising selling background. Persua- 
Sive copy plus layout and produc- 
: é * p ; dar psjengee tion. Ready to shape : spark sell- 
To it he will bring | 100 E. Ohio St., Chicago 11, Il. _ ing presuntations Caatent’ ae 
SPACE SALESMAN Salary $4500 start. New York area. 
’ Box 7511, ADVERTISING AGE 
in i a 230 W. 42nd St., New Y . 2 
ability to think with| not forget however, that the larger ow Fors 35, 5. 3 
the number of calls the larger the | Copywriter for Gen’l Accts. Creator 
percentage of sales, seeks connec-| of copy that clicks black & 


| Ten years sales promotion experi- 
| ence with excellent record. Age 34, 
married, 4-F and W.M.C, release. 


ADVERTISING 


Want to better yourself by joining | Twenty years 
a fast-growing, established agency?| College background. Financially se- 
We have a real opportunity for an|cure. Salary in $7500 bracket. 
experienced man. Jones Frankel Co., Box 7522, ADVERTISING AGE 
43 E. Ohio St., Superior 0707, Chgo. 


national campaign including intelli-| may not be an important asset to an 


Sees ne selling energy to dealers & consum-|/thusiasm, original thinking and 
PRODUCTION MANAGER ers, spark ideas for Direct Mail. 


MANAGER & SALES publisher. home furnishings, fashion, beauty 


aleve antnes st: des Promotion man who knows his way Box 7527, ADVERTISING AGE products. Dept. store, mail order, 
salary expected. Our staff knows of around the Middle-West. Available 100 E. Ohio St., Chicago 11, Ill. | trade show experience. sale 
Aug. 20. At forty can supervise a My Ambition to Write Copy Box 7528, ADVERTISING AGE 


100 BE. Ohio St., Chicago 11, Il. 


of media, generate| agency, but executive ability, en- — —= — 


__—s MISCELLANEOUS 
sales “know how” acquired the|CA LENDAR ADVERTISERS— 


100 FE. Ohio St., Chicago 11. Il. 


of agency. 


Box 7526, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


experience, married.| hard way over a period of twenty| Have novel calendar 
years might interest the right kind 


same time opens up 
Contact W. J. 


WANTED 


Men who can write let- 
ter. that sell to take 
ch. -ge of direct mail de- 
pa: ment of a large con- 
cer. Excellent opportu- 
nit, for the right man. 
All snswers held in strict 
cor idence. Address Box 
S1° 4, Advertising Age, 


'0C E. Ohio St., Chicago 
| 


ridge Player 


how a 


iY 


playing 
Solitaire! 


I’ you have a way with cards, this 
is how it’s done—card swindling 
on a feally “big time”’ basis. 


You'll need a cast of four. You play 
the leading role, a relative of a rich, 
influential family with a directorate in, 
let us say, a huge, meat-packing busi- 
ness. The three other characters are 
middle-aged, obviously successful 
business men, one of whom constantly 
reads the Bible and applies the Golden 
Rule to everything in his business and 
private life. People inevitably call him 
the deacon. 


Secure passage on a trans-Atlantic 
liner and arrange to meet your victim; 
preferably a well-known banker whose 
firm stands to profit if he can secure 


some of the business of the company 
in which you are supposedly a director. 


You remain pretty much aloof, while 
the deacon becomes quite friendly 
with the banker. The deacon, of course, 
confides to the banker that you are 
not satished with your company’s 
present banking connections. When 
the banker expresses his interest, the 
deacon, following the Golden Rule, 
offers to bring the two of you closer 
together. 


The third day out, the Bible-reader 
introduces the banker to the other 
members of the stock company and 
suggests some bridge. In an aside to 
the banker he remarks that you like 
bridge and perhaps he can get you 
into the game. 


You allow yourself to be persuaded 
and as the days go by and the stakes 
get higher, you become more friendly 
with the banker and drop a few hints 


about talking over with him your 
company’s banking connections. On 
the last night our, the banker is aston- 
ished to find he has lost $63,766. He 
rationalizes his loss by assuring him- 
self that he will profit many times that 
amount when he secures the meat 
company’s business. You, of course, 
have promised to get in touch with him. 


Three weeks later, after his check 
has cleared and after he has discovered 
that no member of the packing family 
had been aboard ship, the banker 
knows he has been bilked. However, 
you're still one up on him. A man in 
his position can’t afford to admit he’s 
been swindled. 


If you're lucky, you can keep this 
up on boats, at resorts, etc., for fifteen 
or twenty years. Then the Treasury 
Department will want to know a few 
things about your income tax and that’s 
how you wind up playing solitaire. 


advantages of present forms and at 


MeGrory, 
Maypole Ave., Chieago 


This incident is from a true story in Inside Detective about one 
of the most successful swindlers in the country. It is typical of the 
editorial fare that impels 1,097,940 men to buy Dell Detective 
Group monthly. This cross-section of the urban male audience, 
is an important market for any product that appeals to men, 


DELL DETECTIVE GROUP 


INSIDE DETECTIVE - FRONT PAGE DETECTIVE Dell Publishing Company, Inc., 149 Madison Ave., New York 16, N.Y. 
World's largest publisher of fact-detective magazines—and detective mystery books, featuring Agatha Christie, Dashiell Hammett, Helen Reilly, Carter Dixon, Ellery Queen and ether noted writers. 
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Esquire also delivers exceptional results for national advertisers of many other products in virtually every field. _ 
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By ELON G. BORTON 


The Pay-Off believes that postwar will 
pring a trend toward more informative 
pdvertising — advertising that tells more 
fetaiis about the product or service and 
ts uSeS. 

True, the war has brought out some of 
he finest emotional advertising in the 
istory of our field and has proved again 
he tremendous power of a few words 
vell combined with forceful illustration. 
But it has brought also some remarkably 
pffective copy ads where the appeal was 
argely informational — how to make the 
roduct last longer, why XYZ gadgets are 
ot now available, etc. The balance is 
perhaps about even on emotional and in- 
ormational copy in war service ads. 

But a number of factors in recent years 
nave tended toward more detailed infor- 
national advertising. The campaign of 
he Associated Business Papers on “Tell 
ll’ and the influence of NIAA studies 
ave led industrial advertisers even far- 
her than formerly in that direction. The 
pgitation for compulsory grade labeling 
jas influenced food manufacturers to tell 
nore details on their labels, packages 
pnd in their advertising. Other general 
pdvertisers seem facing that same way. 

Direct response advertisers for the most 
art need no such urging. They know 
hat it pays to tell a full story. The old 
jhrase, “Tell More—Sell More,” could 


Ou Ougtt toKuow . 


The next time Hollywood is looking 
ran actor to play an advertising man, 
t couldn’t do better than to choose 
‘Pat’ Geyer. Tall, white haired, fault- 
essly dressed, the president of Geyer, 
ornell & Newell is the prototype, not 
nly of Hollywood’s 
dea of an executive, 
ut also of the cur- 
rent campaign his 
gency is running so 
uccessfully for Lord 
‘alvert whisky. 
Truly a “Man of 
istinction,” he is a 
cry from the so- 
histicated type usu- 
ly portrayed in the 
hovies. Laconic, 11m oan 
houghtful, Pat takes 2 
s time when he speaks, thinks about 
Vhat he says before he says it. He speaks 
) slowly that his listeners sometimes 
ink he has finished and find them- 
elves interrupting his next sentence. 
Inventor, copywriter, executive, Geyer 
that rare phenomenon—an agency 
han who not only has been with the 
ame agency for 34 years, but has headed 
‘during the entire time. He was not 
when he and his father founded 
‘eyer Dayton Advertising Company, 
fall advertising concern, in Dayton in 


that he had traded the secur- 
a $12 a week job on the Dayton 
feral’ for a speculative job buying full 
Pages on a brokerage basis. One week 
eornings amounted to $93 and the 
ne called the thing off. 
first challenge to his ingenuity 
ame in 1913 when Dayton was flooded. 
> (image to property was enormous, 
e retail business suffered im- 
ibly because there were no Cus- 
ne Pat compiled a list of weekly 
ers within 20 miles of the city 
‘suaded the tradespeople to ad- 
n them. He approached the rail- 
vith a plan for refunding ticket 
based on the amount spent in 
es. The plan worked beautifully 
city was back on its feet. 
g this period, Pat, his father 
stenographer were the agency, 
t handling many mail-order and 


Before 


2 Pay ” Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


well have been coined by mail order ad- 
vertisers. They know by actual experi- 
ence that most people want information 
before buying and will read almost any 
amount of copy so long as it is interesting 
and applies to them. 

The Pay-Off editor keeps on his desk a 
display piece put out by Cosmopolitan 
Magazine which reads, “Emotion makes 
wars: Emotion makes marriages: Emotion 
makes sales.” I keep it in constant view 
so I’ll never forget it in my own dictation 
and writing. 

But while people may often buy be- 
cause of prejudices, desires, fears, etc., 
they also usually want enough informa- 
tion to justify their action to themselves 
and their friends. They may act because 
of emotion but they like to feel that they 
did it because of reason. And in many 
purchases, particularly in business, there 
is a cold balancing of facts before buying. 

If you are trying for a direct sale —an 
order to come back quickly—this matter 
of a complete story is very important (ex- 
cept on a catchy low-priced item which 
practically sells itself). And the more 
complete your story in an inquiry solicit- 
ing ad, the better quality will your in- 
quiries be. In this latter case your decid- 
ing factor on how much you will tell is 
usually the size of your space and whether 
you can do your selling more cheaply by 
a follow-up response than by buying more 
space or time for the advertising. 


o o B. B. “Pat” Geyer 


agent businesses located in Dayton. He 
not only wrote the ads, bought the 
space and counted coupons, but also 
kept the advertisers’ record books and 
sometimes advanced the cash. 

During this period he was buying 
space on a guaranteed order basis. If 
the results did not justify expenditures, 
he ran free space until they did. He 
won’t admit it, but he is secretly quite 
pleased that some of his original copy 
for these accounts is still running. 

To Pat Geyer must go part of the 
credit for the fact that a baby chick 
arrives in a sterile, air conditioned in- 
cubator. In the 1920s he handled the 
Buckeye Incubator Company account. 
At that time there was a great and un- 
fulfilled demand for day-old chicks. 
Pat’s copy went into poultry magazines 
and farm publications and within two or 
three years, the company was making 
an annual profit of almost $1,000,000. 

The next tough assignment given to 
Pat was the job of selling electricity to 
the farmers. The Delco-light campaign 
of the ’20s will go down in history as 
one of the factors in hastening farm 
electrification. Through the use of 
“pilot” installations, farmers became ac- 
quainted with the possibilities of elec- 
trification, and the results are well 
known. 

From Delco-light came the Frigidaire 
account, which was advertised so suc- 
cessfully that the name came danger- 
ously close to becoming a generic term 
and it became necessary to advertise the 
fact that not all mechanical refrigerators 
were Frigidaires. The account, which 
spent $5,000 in the beginning, amounted 
to $5,000,000 when it and Geyer, Cornell 
& Newell parted company in 1935. 

It was while working on the account 
that Geyer showed his prowess as an 
inventor. He perfected the Hydrator, 
proving the theory that vegetables could 
be kept in moist atmosphere in a com- 
partment at the bottom of the refrigera- 
tor. He is responsible for the first prac- 
ticable ice-cube release, making it 
easier to remove ice cubes from the 
tray, and he also devised a method of 
breaking the tray out of the sleeve. 

In 1935 the agency, then known as 
Geyer, Cornell, moved its main offices 
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to New York, and shortly thereafter be- 
came Geyer, Cornell & Newell. The 
same year Nash-Kelvinator came _ into 
the house and Pat and his new partner 
“Hike” Newell went to work on a new 
price and product program which lifted 
Kelvinator from sixth to third in re- 
frigerator sales. 

In fact, the Nash-Kelvinator war cam- 
paign, in his opinion, is the most suc- 
cessful campaign in the agency’s history. 

When the United States entered the 
war, many people felt that the first step 
in government operation of public utili- 
ties would be the management of the 
railroads as in World War I. Geyer got 
his agency busy on a campaign designed 
to show the railroads’ contribution to 
the war and even had a schedule of 
dates and copy themes drawn up. 

They recommended to New York Cen- 
tral, then one of the agency’s accounts, 
that it run the ads and ask other rail- 
roads to cooperate. All the lines east 
of the Mississippi hopped aboard the 
program and when a poll was taken 
some time later, a complete reversal of 
public opinion regarding government 
ownership had _ occurred, with most 
people agreeing that the roads had done 
a fine job. 


Pat was one of the pioneers in the use 
of research, and even in the early days 
had made scientific studies of publica- 
tions in order to place advertising more 
effectively. He is happiest when he gets 
a tough account, preferably one which 
demands new thinking. 

One of his early accounts posed such 
a problem and involved the kind of 
research he is so fond of. In the early days 
of pneumatic tires, the Dayton Rubber 
Mfg. Company came out with a new one. 
A check on motoists had shown that they 
were in the habit of underinflating their 
tires. The new tire was based on the 
theory that motorists used 20% less air 
than the manufacturer recommended and 
Geyer’s copy proclaimed that the new 
product was “the tire of under-inflation” 
and the orders rolled in from all over the 
country. 

He still subscribes to the theory that 
sound research is the basis of all adver- 
tising and he is the kind of fellow who 
likes to know a business from all angles. 
He likes to believe in the account, and 
when he doesn’t, he usually resigns it. 

He likes to hunt and fish, preferably 
for trout, and is looking for that peren- 
nial dream of the advertising man, some 
place where he can do nothing but loaf. 


The Creative Wan Corner 


On the record there is no more difficult 
kind of radio program to write than 
the institutional. And it is doubly dif- 
ficult when the narrative form, with dra- 
matic interpolations, is used. With rare 
exceptions the result is dull and fre- 
quently it is deadly. All of which makes 
the current Bendix radio show, on Sun- 
day nights over CBS, a very unusual 
half-hour. 

The scripts catch some of the quality 
of destiny in highly skillful under-writ- 
ing. 

* oo * 

As good an example as you are likely 
to find of the look-what-you-can-do 
school of advertising, which we have 
noted as being followed almost exclu- 
sively in advertising to women, is the 
Pillsbury flour advertisement on the 
back cover of McCall’s for August. 

The headline makes four important 
points: Save Shortening! (1) Save 
Sugar! (2) It’s easy (3) to make this 
Pillsbury (4) Cake! 

And under the mouth-watering illus- 
tration of a meringue-topped sponge 
cake, ahead of the recipe, that headline 
is nailed down and underlined. 

“You leave your red stamps right in 
the book when you bake this Cinderella 
beauty. It is one of the simplest, easi- 
est-to-bake cakes you ever heard tell of 
—a compliment to Ann Pillsbury’s in- 
genuity, a testimonial to Pillsbury’s Best 
for glorious baking . . .” 

We'd like to bet that there are fifteen 


Business Chart of the Wee 


classifications of advertising to men that 

could use as direct an appeal and as real 

a promise. There are all the clothing 

lines and automobiles and auto acces- 

sories and insurance, just to start—and 

not any of these advertisers coming close. 
* 7K So 

With all the exciting developments in 
radio hinted at during the war we know 
a lot of people who have been waiting 
in what amounts practically to a sweat 
for some _ breathtaking announcement 
from RCA. 

And here at last we have it—under a 
picture of a couple of collie dogs: 

“There’s something in heredity , 
Cute puppies are a ‘dime a dozen.’ They 
may be born of any kind of dog parents 

. but champion Collies can be pro- 
duced only by the most careful selection 
from pedigreed Collie stock. Heredity 
counts!” 

“Your fizst postwar radio set—what- 
ever its name—will also be the result of 
the background and experience of its 
makers.~ And in engineering where will 
you find a background of achievement 
equal to that of the Radio Corporation of 
America .. .” 

We have gotten pretty used to animals 
in general and dogs in particular in the 
whisky ads, and we can take them or 
leave them alone. But when RCA Victor 
in this August of 1945 comes up with 
collies we think it is too bad. 

Maybe the RCA people should listen 
to that Bendix show. 
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KEX Appoints Agency Thayer Opens Office 


Station KEX, Portland, Ore., Maxwell L. Thayer, public re- 
has appointed Richard G. Mont-| lations counsel, has opened offices 
gomery & Associates Agency,|in Suite 616, Park Central build- 
Portland, as its local advertising| ing, 412 W. 6th St., Los Angeles 
representative. 14, 


oo That Lie 


According to the new State census, Tampa’s popu- 
lation is 125,061. 


But these figures are not telling the truth! Sur- 
‘founding Tampa, so close they crowd the city limits, 
are residential areas with an additional population 
of 45,000, which brings the tabulation of Greater 
Tampa to some 170,000 persons. 


These people, with incomes that are up 19.6 percent 
over 1943, are shipyard workers, citrus growers, 
canners, cigar makers, civilian employees of huge 
army air bases, businessmen. All have combined to 
give this heavily-populated area—the hub of cen- 
tral Florida’s wealth—the greatest buying-power of 
its history. 


. For intensive coverage of these high-income homes, 
use The Tampa Daily Times. It is Tampa’s only 
afternoon newspaper, home-delivered when busy 
workers gre at leisure with time to read “Today's 
News Today”—and your advertising message. 


TAMPA DAILY TIMES 


NATIONAL REPRESENTATIVE * THE KATZ AGENCY, INC. | 


‘Owners ano operators oF WAT BI) AL EE covumeia arriiate TAMPA AREA 


Three Name Ellis 


Ellis Advertising Company, 
Buffalo, has been named to handle 
the accounts of Sid Schnitman, 
recapping company, Irving Elec- 
tronics & Radio Engineering Cor- 
|poration and Myers & Watters, 
industrial painting, all of Buffalo. 


Names Kelly, Zahrnt 


Southern Host, St. Louis, dis- 
|tiller of 100-proof liqueur, has 
| placed its advertising with Kelly, 
|Zahrnt & Kelly, St. Louis. The 
| company will use newspapers in 
'10 midwestern and southern states, 
club, hotel and restaurant publi- 
calle 


| Fae 
Seeks FM Permits 


McClatchy Broadcasting Com- 
pany, Sacramento, Cal., has filed 
applications with the Federal 
Communications Commission to 
install FM at Stations KWG, 
Stockton, and KERN, Bakersfield. 
Similar applications for FM at 
KFBK, Sacramento, and KMJ 
Fresno, were filed with the FCC 
last January. Both KWG and 
KERN would use their present 
transmitter sites. 


CBS Explains Its 
‘Single Market’ 
Plan for FM 


New York, Aug. 8.—To answer 
the major questions usually asked 
by station managers about the 
“Single Market” plan for fre- 
quency modulation broadcasting, 
CBS has issued a 3l-page query- 
and-answer pamphlet, illustrated 
with color charts and maps, to 
explain why the plan “is in the 
interest of the public and broad- 
caster alike.” 

Outlined to the FCC in the fall 
of 1944 (AA, Nov. 27), the plan 
is based on a proposed network of 
200 FM stations including in their 
service areas 88.7% of the popu- 
lation of the United States. A net- 
work of 175-200 FM stations, CBS 
says, is about the top economic 
limit from the standpoint of net- 


:| work operation. 


To help an applicant for an FM 
station establish his prospective 
service area under the plan, the 


a aes 

Advertising Age, August 102 
pamphlet explains five t,.. 
metropolitan districts: Mo » tp,, 


250,000 population; less th: , 9 
000; less than 250,000 and wig; 
40 miles of another metr: o]jj,, 
district; a lesser city of mo > th,, 
50,000 inside a metropolit , , 
trict (example: Pontiac 
within the Detroit metr. 
district); and  populatio: 
which has no metropolitan stp) 
The standard for effecti . ,; 
service is the 100-microv 
meter contour, for effectiv ry, 
service 50 microvolts. 


The pamphlet concludes yt, Mi. 
discussion of why the jlan j@* 
based on U. S. Census (igure sat 
rather than on “trading regs’ sea 


and gives a list of metropolita 
districts from the 1940 census. 


Network Names Simon 

Arthur Simon, for the ; ast | 
years in radio, concert and the 
atrical work, has been appointe 
national sales Manager of th 
North Central Broadcasting Sj. 
tem, St. Paul. He will be locate 
in the company’s New York , 
fices. 


GENERAL SCREEN ADVERTISING, | 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 


2300 Wrigley Building, Chicago 11 


vice. We have access to 


advertisers a film 


We know what makes 


available anywhere on 


shorts screened in theaters the country over. 
want the facts, rates and complete information ov | 
remarkable advertising medium, write or call us t 


and specialists in effective motion 
picture advertising that is placed in 
nearly 11,000 motion picture theaters 


information about the types of audiences attending ties 
theaters. With this background of market data, we 
build Minute Movie schedules intelligently. 
distribution 
system so that all the details of booking, distribu 
checking and servicing of films are handled effici: 
through one central office. 

“Minute Movies” 
leading advertisers in the country come to us season 
season as National Headquarte rs for Minute M: ies. 
That’s why we have the largest file of ~ 


500 Fifth Avenue, New York ¢ ity | 


ices 
jalis' 


Yes, for many years, we’ve been helping in the cree: 
tion of ideas for successful Minute Movies — those 
effective advertising shorts which we 
national basis in approximately 11,000 of the 17.()0) 
motion picture theaters in the United States. 


place on 


And this creative planning is but one phase of our ser A 


and have correlated factual 
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q 63 | 
t) pes af sible to combine factual accuracy | executive capacity, Formerly Mr. | : : sistant manager. merchandisi : 
ce A industry Skill j in and highly emotional appeal.” But| Lippman was sales and saver. | Wine Board Uses Film | department, nA " tebdindae a David 
h: unfortunately, since the job is tising manager of Conmar Prod- ‘Wine Growing in America,” a H. Harshaw, formerly secretary 
1d harder, “the right win blicist |UCts Corporation, Newark, and|new 16 mm. color educational film, | ~earure : . 
vit . ght wing publicis . - 4 fe : te and treasurer, has been elected 
' . before that was with Timely | ha: been released by the Wine| <. ; . : 
tr’ >olita, Py ic e ations is under the eternal temptation to Clothes, Inc., Rochester. N. Y.. in| Advisory Board, San Francisco. vice-president and will continue 
a, thay follow the course of least resist- a similar capacity. ’ ’ The film, which tells the story of as treasurer. 
lit iii ance and concern himself with pa the development of the grape and 
AC impressing the client rather than : wine industries in America, was 
de “E Mrophied: Weaver juiiondinat thé eubbie:” Bright Star to Gotham ‘orodaesd by Yeietie. tac. os| PUBLIC RELATIONS 
ome a Battery Company, | Angeles. A TOP FLIGHT NEWSPAPERMAN, 
ifton, ; at ake sh- cs ieaiaciaenscie ti i i 

t ‘rl Detroit, Aug 8.—Asserting that |r; men to Case Clothes | lights and salle, uae apouinned St p Ht Godetes"M. ¥. delice ‘neler te 
ti” citi ef: wing argumentation” has PP ; Gotham Advertising Company, etson Promotes dustrial or miscellaneous public rela- 
OV" '-Pen taucht him “more about the tricks} Felix Lippman has _ resigned |New York, to handle a consumer}; John B. Stetson Company, || tions. 
tiv rura of persuasion than anything I’ve|from the OPA to_ join _ Case | advertising campaign in Latin | Philadelphia, has appointed W. Box 6200, Advertising Age 

ever gotten out of the advertising| Clothes, Inc., New York, in an/ American newspapers. | Cranston Brewer, formerly as- || 330 W. 42nd St., New York 18, N. Y. 
es vith Mi manuals or from studying The 


1'8n il caturday Evening Post ads,” H. G. 
Weaver, director of customer re- 
B Peas earch for General Motors, says 
that industrial leaders have be- 
come less and less adept in the art 
of interpreting their case. 
“Advertising became a highly 
specialized) business in its own 
right and the job of interpreting 


ie past | 
ana the 


oi Ses ae a asuaae ae ae NO. 31 OF A SERIES OF STATEMENTS BY LEADING EXPORTERS ABOUT THE LATIN AMERICAN MARKET 
r of thllMpublic was very largely under- : | 
omg = written to outside specialists,” Mr. 4 ne bv ai 
ie : F the ¢ tires renin. 7 2 oes iain, 
Bork 2 peeves, sae in an article sent to a re Or a he ba ae ; hae arent rt a Ee 


fe hont Bistemeot: have appmaved. Core. 


A Negative Aspect 


‘If it hadn’t been for the serv- 
ees Of such highly skilled spe- 
jalists, it would have been neces- 
ary for industrial leaders to di- 
ide their time between the prob- 
ems of production and the prob- 
ems of interpretation to the 
public. 
“Thus we’ve got to give the ad- 
ertising profession a good share 
f the credit for the rapid growth 
ff industry during the first quar- 
er of the present century. 
“But, like most good things, | 
here’s a negative aspect. . . 
“As a result of underwriting the 
bublicity or interpretive functions 
) the specialists, our industrial 
paders became less and less adept 
1 the art of interpreting their 
ase. They got out of practice. 
heir organs of articulation be- 
7 ame atrophied. 


Too Much Writing for Clients 


‘In the meantime the opponents 
f industry became more and 
lore expert in the art of making 
ie most of a poor case. Not hav- 
g to produce anything but prop- 
ganda, they were able to make 
a full time job and they be- 
Ame past masters in the promo- 
on of sugar-coated fallacies and 
e techniques of vituperation.” 
While the necessity for factual 
straint makes the job of the in- 
NOTION Mistry spokesman harder, Mr. 
feaver asserts, “it is entirely pos- 
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ced in JOHNS-MANVILLE INTERNATIONAL CORPORATION F 
eaters 
,; SEASONED ee Latin Americans are not familiar 
tne crea 4 
rer VERSATILE with many American products, 
ce on off ART DIRECTOR and they are continually asking U.S. citizens 
e 17.000 NEEDED living in Latin America to recommend 
a good American brand or trademark. @® 
our ser A medium-size New York 
if tual agency with interesting na- 
_ tional accounts and an able 
ing these and ¢ ative staff, needs . ‘ ‘ : é : oa 
i ‘ail an Pte: ss a pe In their countries Latin Americans continually ask advice of U.S. é 
, Sarnish Pochidt alateaie: eine an citizens about U.S.-made products; American citizens continually : 
7] nas e ur M e 4 rie 
eenkind assistant with a yen to use recommend these products—a double play to keep in mind when =p 
ribution, 4 fe of eg Ba age Me you are making plans to sell the Latin American market. For U.S. 
cf eloping is layouts, 4 at ° Y D 
fficie atly pley @ greater part in follow- fue WAY TO REACH citizens below the Rio Grande are the best on-the-spot, off-the- 
i a phe he ; ‘cniaes payroll salesmen in Latin America for products made in the U.S. \. 
e ar irector oO @ sma ~ . . °° a hl 
hat’s wht agency and wants a wider TRE ERY PEGrES Ce heer And you can reach 4 out of 5 of these U.S. citizens through ‘Time: 
‘eon a {tet scone for his talent. for surveys show that 83% of them read Time’s Air Express Idition. 
Mos ies bu jhe must be able to carry What’s more, “Time Air Express is read each week by a high 
x on from scratch to finish. . . j nis ; wir ; bbs ; 
3 stories @ slf-starter who leans only on concentration of high-incomed, high-positioned, highly influential 
. nre h H . ° . , >? 
. us ag seek ak nd. Latin Americans.” say consular and chamber of commerce officials 
vou us r as we ck-and- ‘ ‘ . ‘ . oom . : aces 
Ii i whee. He is as knowing in of 20 Latin American Republics. These top-flight Latin Americans 
| iis a . 2 2 . mW, ‘ ‘a 
= lay = 4 cou th pgpre | who read ‘TIME also exercise the strongest influence over the pur- 
s today: s ayouts, wi e ability | : 3 
” 10 ocoperate fully with other chase of U.S. products and services. 
"s rtments of ny > | AGVERTISING OFFICES © MEW YORK © CHICAGO * BOSTOM © PHILADELPHIA © CLEVELAND * DETROIT * SAN FRARCI@BS 
or interview, write briefly, in 
Con dence, giving past con- | 
nec ons and salary desired. 
Box 6199, Advertising | 
Ag. 330 W. 42nd St., New 
Yor: 18, N. Y. 
rk City! 
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Selling to Women While They're Young 


Don’t overlook 
The American 


Girl... 


she’s tomorrow’s 
American woman! 


Where else can you find 

a market so eager to learn 
about your product, so 
anxious to try it, and so 
rewarding to the advertiser? 
After all, today’s teen-age 
girls are tomorrow's women 
—the customers you'll want 
for the next half century! 


800,000* readers say —"'Grow along with us!”’.. 
PUBLISHED BY THE GIRL SCOUTS, 155 E. 44th St., N.Y. 17 © 


- $810 per page...225,000 ABC 


MEMBER OF THE YOUTH GROUP 


* Based on readership survey tabulated by I. B. M. 


New Hearing Aid 
Launched in Paper 
and Magazines 


New York, Aug. 8. — Western 
Electric Company last month 
launched an all-out advertising 
drive in 61 newspapers, including 
supplements, and 10 national pub- 
lications to announce a new West- 
ern Electric Model 63 hearing 
aid, designed to bring “full-color” 
hearing to readers with hearing 
difficulty. 

The new campaign follows 
closely upon a spring “interim” 
drive in magazines (AA, March 
26), aimed at obtaining brand ac- 
ceptance and recognition before 
a specific model was introduced. 
A continuing drive—800 lines in 
papers and full pages in magazines 
—has been prepared by Benton & 
Bowles, which handles the ac- 
count. Tying the new hearing aid 
to the fact that it is ‘‘a Bell Tele- 
phone Laboratories achievement,” 
copy emphasizes that ‘Model 63 
sets a new design standard . 
is smaller, lighter . . . its curved, 
body-fitting case affords new wear- 
ing comfort.” Ads say that “the 
half-ounce receiver is highly effi- 
cient . . . the basis of the Army- 
Navy lightweight headsets.” 


Childs to Davidson 


Jack Childs, former editor of 
house publications for Addresso- 
graph - Multigraph Corporation, 
has joined Davidson Mfg. Com- 
pany, Chicago, as sales promotion 
manager and editor of two David- 
son house organs. 


Names Radio Dep't Head 


Moss & Arnold Company, New 
York, has named Arthur Pine as 
director of its radio, publicity and 
exploitation. He will operate from 
separate offices maintained at 67 
W. 44th St. 


~How WKEE Gets. 
Listeners For — 


Your Program 
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WKB 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


WKBB’s comprehensive publicity campaign 
assures alert time-buyers a growing audi- 
ence in the important Dubuque area. 
Every available advertising media is used 
by WKBB to remind its listeners of the top 
ranking American network programs on 
station. Attractive 


Dubuque’s leading 


trailers are periodically shown in all 


Dubuque theaters to thousands of movie 


James D. Carpenter 
Represented by 


Executive 
Howard H. Wilson Co. 


DUBUQUE 


goers as one promotion media for WKBB 
programs. Take advantage of this lead- 
ing radio station to reach the Dubuque 
marketing area and be sure of a receptive- 
minded, loyal audience for your program. 
A recent survey, made by Robert S. Conlan 
and Associates, revealed that WKBB holds 
top place with Dubuque radio listeners, 
morning, noon, and night! 


Vice President 


IOWA 


Chinese Writing 
Adapted to U. S. 
Office Equipment 


Cleveland, O., Aug. 8.—Chinese 
business men will have all the ad- 
vantages of American office equip- 
ment, the Addressograph-Multi- 
graph Corporation reports, in an- 
nouncing that it has devised two 
processes for making Chinese 
character plates to be used in Ad- 
dressograph machines. 

The two new processes for mak- 
ing plates carrying raised Chinese 
characters were developed for the 
company by A. R. Hager, former 
owner and operator of the Busi- 
ness Equipment Corporation, 
Shanghai, China, now doing re- 
search work for Addressograph- 
Multigraph. Up to 10,000 or more 
Chinese characters may be used. 

Mr. Hager has also devised a 
method for Multigraph duplicating 
in Chinese. He expects, however, 
the company reports, that the 


Advertising Age, August 1° j94: 


more recently developed Mu tilith 
which uses a simple variety £ og. 
set lithography, will lend  its¢); 
to reproduction in Chines: ; 
will be the most widely usec for 


of office duplicating. 


Joins Simpson-Reilly 
Wesley C. Cameron, re ent; 
with Aero Digest and Bo |e 
Co., has joined the Los A gee 
sales staff of Simpson-Reilly Lt 
publication representative. yy; 
Cameron spent two years wit) 
Douglas Aircraft’s oversea. aq. 
ministration department an‘ six 
months with Army Ordnance 
both in Africa. 


Names Ivey & Ellington 


Celanese Corporation of Ame 
ica, New York, has app ae 
Ivey & Ellington, New Yor! 
handle the consumer advert ising 
of its fabric division, effective 
Nov. 1. This is in addition to the 
advertising it now handles fo; 
Celanese plastics and chemica] 
divisions, and_ its _ institutiong 
publication advertising. 


Meet WHB’s 


Jetta Carleton 


Who says: ‘‘If you can’t be a Cover Girl— be a back-cover git! 


In three and a half years at WHB, 
Jetta has written copy for butchers, 
garages, grocery stores, maternity 
.came 
in as acontinuity writer, became con- 
tinuity chief, the original “Mary Jane 
on Petticoat Lane”, the Girl in Aisle 
3, and finally, managing editor of 


shops, theatres, and refineries.. 


SWING.... 
Jetta lists as one of her high 


program they had 
just transcribed 


on a glass record. 


She graduated a 
few times from 
the University of 
Missouri, headed 
a drama depart- 
ment in a Junior 
College for 2years 
... hangs notes to 
herself from a Phi 
Bete key ... she’s 


oints 
in radio an interview with ErrolFlynn 
at the Darby Corporation where hers 
was (unofficially) “the face that laun- 
ched a thousand tank-landing craft” 

.. or the time she ad libbed the same 
interview twice with Dick Powell 
because somebody sat down on the 
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a dancer, too; intends to be di 


covered by Agnes de Mille any mi 
ute now...and write a gh — 
story next Sunday morning . 

to win poetry prizes in college, a 
that’s how she became a writet 

copy for butchers, garages, groct 
stores, it shops, theatres 40 
refineries... 


“SWING”, which is publishe 
monthly, is a 68-page pocket-si 
magazine featuring articles by M 
tual commentators...“Ports of Cal 
in New York, Chicago, Kansas (i 
(where to go— what to see)...4 
occasional pictures. The pict 
section’ this month is a_ phot 
graphic record 
Pres. Tr»man 
June visi 00! 
dependen.¢ 4 
Kansas (ty. 

you'd like a ff 
copy of § WIN 
just writ Dé 
Davis o yl 
business _ lett 
head — tn 
nearest idre 
shown b o¥ 


at any of these “SPOT SALES” offices: 


Kansas City ° 
Missouri 


KANSAS CITY ..... 


KEY STATION for the KANSAS STATE NE! wor 
Wichita + 
Kansas 


Scarrit?t Building... .. HArrison 18 


NEW YORK CITY . . . 400 Madison Avenue . . . Eldorad 5-5? 
CHICAGO ..... 360 North Michigan ...... FRAn in - 
HOLLYWOOD ... Hollywood Blvd. at Cosmo . . HOllywoo? 8 
SAN FRANCISCO ..... 5 Third Street ..... EXbro ok ¥ 


Great Bend * a 
Kansas Kane 


Salina + 
Kansas 
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iS, 1945 é ing Age, Augus » 194 
ultilith . | 
“SE Atomic Energy 
1 itsels 
of and | 
2G for 
oct May Create New 
Industrial Wealth 
et (Continued from Page 1) 
Angeles greatly expanded by the spec- 
ily Ltd tacular demonstration of the 
e. Mr power of science to open new 
rs With # horizons and new opportunities 
os ad- for all mankind. They also be- 
“ an iicve that universities, technical 
Ta schools, research foundations and 


al] other institutions for the study 
of the fundamental problems will 
have from now on the unlimited 
cooperation of industry in ad- 


jton 


' Amer. 


4,4 vancing the frontiers of scientific 
2pointed 

{01 es knowledge. 

yertising One of the most interesting 
effective comments which ADVERTISING AGE 
n to the has received came from Dr. Henry 
lles for T. Heald, president of the Illinois 
hemicalf Institute of Technology, a dis- 
itutional 


tinguished scientist and educa- 
tional leader, to whom the de- 
velopment of the atomic bomb 
represents the achievement of the 
centuries in the organization of 
research for specific purposes. 


No Cause for Alarm 


“IT do not believe that men of 
industry should be disturbed or 
alarmed by this spectacular dem- 
onstration of the release of atomic 
energy,” he said. “Rather we 
should regard it as a long step 
forward in scientific progress, 
making possible the utilization of 
new sources of energy, the crea- 
tion of new wealth and the de- 
velopment of new opportunities in 
many fields of human activity. 

“It will take many years of 
further research to bring the use 
of atomic energy within the prac- 
tical field of industrial applica- 
tions. We can hardly foresee the 
destruction of the petroleum in- 
dustry or the complete obso- 
lescence of electrical power plants 
or the abandonment of the coal 
mines merely because science has 
demonstrated that atomic energy 
can be utilized in the production 
of a new and devastating type of 
explosive. 


Transition Is Gradual 


“The transition which follows 
the development of a fundamental 
new idea in science is extremely 
gradual. Reports that $2,000,- 
000,000 of money was expended, 
and that thousands of research 
workers devoted themselves. to 


ver git 


the study of this single problem, 


to be di suggest the extent of the organ- | 
lle any M99 ization and the amount of time |! 
prize sb and effort which will be required | 
ig to bring this new force within the 
= writet realm of practical industrial op- 
res, groce erations, 
theatres an “Thus I believe that business 
and industry should regard this 
publisheg™ ne and gigantic development, 
pocket-si@#@™ probably the greatest single sci- | 
cles by Mt entific achievement of the mod- 
rts of CE or, age, as representing new op- 
orgie portunities for the creation of | 
The sictugm “eelth and the improvement of 
s a pho Me condition of mankind, but one 
nic record@™ Which will take much time and 
Tro manf™ Much additional research to de- 
visi: to Mi velop in practical terms. It may 
nden.¢ *Mi mean a great deal to the progress 
as ( Ye f industry, but in the foresee- | 
oe FN ible future it would be difficult | 
writ. Dag 2 PPraise its results in terms of | 
s of yo ie obsolescence of present equip- | 
ress __letté é and facilities for the de-| 
tt ee th elo ment and utilization of elec- 
est dre and mechanical energy in | 
7 forms.” 
esearch Expense Justified 
1S Heald likewise commented 
e great investments in re- 
oe HI fa which industry has made 
Arison mm! ent years, and pointed out 
dorad > a’ pure research, in which the | 
FRAN 9 gre SE eames ss ; . 
dHly w lr ifie worker is seeking addi- 
EXbr r knowledge and not at- 
4 ng to solve a specific com- 
NET Wor l problem, has justified it- 


spectacular fashion through 


the development of the atomic 
bomb. 
addition to 


industrial leaders will be even 
more interested in working with 
educational and research organ- 
izations in the field of pure sci- 
ence, whose applications to indus- 
try are oftentimes as unexpected 
and startling as those which have 
followed the fundamental studies 
of the structure of the atom and 
the release of atomic energy. 
Leading bankers who have dis- 
cussed the subject have also 
pointed out that since no immedi- 
ate threat to the investments of 
millions of people in established 
industry is represented by these 
new developments, the correct 
appraisal of the advent of atomic 
energy is that it will add tre- 


|mendous new sources of wealth 
Thus he believes that in| 


which may aid greatly in enab- 


continuing the ex-|ling the country to carry its rec-| 
/pansion of commercial research, | ord-breaking load of debt. 


They 
believe the record of the past 
demonstrates that new scientific | 
discoveries creatc so many new 
opportunities that incidental 
losses due to obsolescence are 
more than offset through new 


production and new wealth which 
the nation as a whole is able to 
enjoy. 


Abramson Forms Agency 

Ervin R. Abramson, advertis- 
ing manager of the Allis-Chalmers 
Mfg. Company’s road machinery 
division for the past 10 years, has 
resigned to form his own adver- 
tising agency at 828 N. Broadway, 
Milwaukee. Both industrial and 
consumer accounts will be served. 


Hamilton Plan Names Hill 


The Hamilton Plan, termed “an 
utterly new kind of distribution 
for major appliances and home 
products,” has appointed Hill Ad- 
vertising, Inc., New York, to 
handle all advertising and promo- 
tion. 


Geyer to ‘Machine Design’ | |“) 


Wayne W. Geyer, formerly 
with the aircraft division, Pull-| 
man Company, and Geyer Mfg. 


Company, has joined Machine De- | 
sign as representative in the Chi-| 


cago area. 


Leslie Names Mercready 


Leslie Company, Lyndhurst, 
N. J., manufacturer of industrial 
valves, controllers, etc., has ap- 
pointed Mercready & Co., New- 
ark, to handle its advertising. 
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Five Name Grant 


The Dallas, Tex., office of Grant 
Advertising, Inc., has been named 
to handle the advertising of Texas 
Motor Coaches, Ft. Worth; Sun- 
shine Trailways, Dallas; Union 
Bus Company, San Antonio, and 
Dixie Trailways, Dallas. News- 
papers and panel posters will be 
used in the initial campaign for 
companies. In addition, 
Grant will produce four 15-min- 
ute shows daily for Morris-Dick- 
son Company, Shreveport, La. 


Manufacturers’ agency 


opening office and warehouse in Kansas 
City, staffed by high caliber men with 
over 20 years’ broad and successful sales 
and advertising experience wants lines for 
Missouri, Kansas, Oklahoma and lowa. 


Box 6194, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 
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¢c the food front we have faced many a crisis 


during the war years and will doubtless continue 


to be confronted with serious problems for some time. 
As a faithful reader of The Wall Street Journal, | can 


say that its daily presentation of significant business 


news has often helped clarify many of our wartime 


THE 


Task of Restoring Old 
Jobs to Servicemen s 
Baffling Complex oO. 
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HEADLINERS 


purchasing and distribution headaches. | fully expect 


it will continue to be an aid in planning our current and 


postwar operations.” 
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Starts New Division | 


Standard Oil Company of In-| 
diana is organizing a chemical 
products division to explore the 
market for petroleum chemicals, 
and work with research and man- 
ufacturing departments in de- 
veloping and producing market-| 
able derivatives. The _ division 
will be headed by Bruce K. 
Brown, vice-president in charge 
of development, with William B. 
Plummer as manager. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, aad passed on from shift to 
shift — each cepy working 24 hours daily 
to bring you coverage of today's best- 
spending custemers . . . 100,000 readers 
daily! 


x * THE x x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Magazines, Books 
Given Another 
5% Paper Boost 


(Continued from Page 1) 


paper situation, it was understood 
that reduction of military pro- 
grams was primarily responsible 
for improvement in the pulps re- 
quired for print paper. 

While some Swedish pulp has 
been arriving regularly, the quan- 
tity received and in_ prospect 
would still be sufficient only to 
maintain previous production, 
were it not for curtailment of 
military demands. 


Finland Out of Market 


Unlike print papers, newsprint 
has suffered from a _ worldwide 
supply upset, with Finland, the 
largest prewar producer, com- 
pletely out of production. To as- 
sure a semblance of fair news- 
print distribution, WPB has re- 
quired U. S. consumers to remain 


out of the European market, and 
buy only from Canadian or U. S. 
mills. 

Since wood pulp first started to 
arrive from Sweden last month, 
the Department of Commerce has 
recorded entry of 40,051 tons, 
about half of it destined for crit- 
ically short kraft paper purposes. 

The pulp is arriving in Swedish 
ships, with the number of sail- 
ings increasing at a steady rate. 
Price for the pulp has been held 
at the prewar level through ne- 
gotiation with shippers. 

Total receipts of pulp wood in 
June were 5% above June of the 
previous year, WPB reported, but 
total receipts for the first half of 
1945 were 1% below 1944 and 
mill inventories have declined 
18% below the previous year. 


To Moselle & Eisen 


Para-Ti Corporation, New York, 
manufacturer of Tuya cosmetics, 
has placed its advertising with 
Moselle & Eisen, New York. News- 
papers, magazines, business papers 
and radio will be used. 


+ 


Fact Detective Story Magazines were brought up on newsstand sales. Starting in 1924, 


this type of publication has had an interesting history of success. 


At Publishers Distributing Corporation, we have worked with a number of publishers 


of fact detective magazines and our net newsstand sales figures show the progress 


7: 


PUBLISHERS DISTRIBUTING CORPORATION 


has done for its Publishers of | 
DETECTI VE MAGAZINES | 


made in five years’ time as follows: 


YEAR 


1940 
194] 
1942 
1943 
1944 


*Cover prices increased to 25c on all Detective Magazines, May, 1943. 


The five increases in sales shown are the result of cooperation between our publishers and the Publishers 


Distributing Corporation, as well as the excellent efforts made by the independent wholesalers through- 


out the United States. 


If you are a publisher of fact detective magazines—or of any publications that can sell on the newsstands 


—please contact us so that we can submit to you our plans and prices that will work out to your profit. 


ee 


1841 Broadway 


NET SALES 


391,920 copies 
997,541" 


Typewriter Firms 
Map Little Change 
in Ad Campaigns 


New York, Aug. 9.—Unrestricted 
sale of typewriters will not re- 
sult in a flood of announcement 
advertisements by the four lead- 
ing typewriter manufacturers, al- 
though two are running ads an- 
nouncing availability of the ma- 
chines in limited quantity. 

Remington Rand, Inc., for the 
first time announced that its post- 
war typewriter is “now on un- 
restricted sale—the sweetest-run- 
ning typewriter ever made” in 
a full-page black-and-white in- 
sertion in this week’s Saturday 
Evening Post. Copy reads, “Rem- 
ington Rand research and de- 
velopment engineers (who) have 
scored another of their brilliant 
successes, creating a personal 
touch more uniform and sensitive, 
an action more stream-lined, than 
ever before conceived.” Cap- 
tioned “New Touch and Action 

. Keyed to You!”, the ad de- 
scribes this touch as “instantly 
chargeable to your own desire— 
a new action, swifter than the 
fastest-flying fingers ... two fea- 
tures most wanted by every 
typist.” Follow-up ads, as yet 
unannounced, will be scheduled 
through Leeford Advertising 
Agency, which handles the Rem- 
ington typewriter account. 


Using Pages in ‘Life’ 


Royal Typewriter Company, 
through Young & Rubicam, is cur- 
rently advertising that typewrit- 
ers are now available in limited 
quantities, with pages in Life and 
several trade publications. No 
expansion is planned for the im- 
mediate future. 

L. C. Smith & Corona Type- 
writers, Inc., Syracuse, and Un- 
derwood Corporation omit an- 


Aavertising Age, AUgtU —- 
nouncement of the unrestricteg 
sale of the machines in their 
campaigns. No increase in space 
is anticipated by Smith & (po. 
rona, which places advertisi; 
through Newell-Emmett Com. 
pany, as typewriters in quantity 
are not expected before Christ. 
mas. Most of the current produc. 
tion is still going to the Ariny, 
Navy and the government. Smith 
& Corona advertising has been ap. 
pearing monthly in Business 
Week, Collier’s, Fortune, Life, 
Newsweek, The Saturday Evening 
Post and Time. 

Underwood, which began prod- 
uct advertising early this year, 
plans to continue its present bud- 
get and campaigns, with heavy 
expansion anticipated after the 
first of the year. Underwood 
typewriter advertising is handled 
through Marschalk & Pratt. 


Evans Joins Fogarty 

David E. Evans, for the past 
two and a half years on special 
duty with the Navy, has joined 
the public relations staff of the 
Cc. C. Fogarty Company, Chicago. 
Prior to his military service, Mr 
Evans was press representative 
of the Chicago Rapid Transit 
Company and Chicago, North 
Shore & Milwaukee Railroad. 


Sabin Elected President 


Samuel H. Sabin, formerly 
executive vice-president of De- 
fense Supplies Corporation, Wash- 
ington, D. C., an RFC subsidiary, 
has been elected president of Pa- 
cific Molasses Company Ltd., San 
Francisco. 


Fehr Replaces King 


Richard Fehr has been ap- 
pointed director of the publicity 
department of Doherty, Clifford 
& Shenfield, New York, succeed- 
ing Robert H. King, who has 
resigned. Mr. Fehr was formerly 
associated with the Billy Rose 
Enterprises. 
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35 East Wacker Drive, 
Chicago 1, Ill. 
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MICHIGAN LEAGUE DAILIES 
ARE CLOSE TO YOUR DEALERS! 


If your product is sold in these Lower Peninsula Michigan cities 
and you want closer, friendlier, more active cooperation from 
your dealers, try advertising in his home town daily newspaper 
—the one he reads in his home and the one he uses for his ow! 


There are many ways in which Michigan League of Home Dai’ 
newspapers can help you with your dealer relationships and 
Find out more about it from— 


SCHEERER & COMPANY 


National Advertising Representative 


Member of the American Association of Newspaper Representatives 
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Midland 


Ypsilanti 


441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 
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fagazine Industry 
tarts 3rd Year 
‘>, Inflation 


New York, Aug. 9.—For the 
ird successive year, the maga-| 
ndustry of America will 
ntribute its support to the fight 
ainst inflation as part of its 
pnomic stabilization campaign, 
ted under the auspices of 
e National Publishers Associa- 


During the first two years of 
», campaign, full-page ads in- 
ving a contribution of space by 
pgazine publishers valued at 
veral million dollars appeared 
publications with a combined 
culation of over 90,000,000. 
According to Albert K. Winger, 
owell-Collier Publishing Com- 
ny, and chairman of the eco- 
mic stabilization committee, the 
mpaign is being continued into) 
third year “‘because the maga- 
je publishers of America realize 
t the dangers of inflation will 
greater than ever after V-J 
py, and the people of the coun- 
“must be kept informed of the | 
cessity for economic stabiliza- 


To date, Mr. Winger reported, | 
9 magazines with a combined 
culation of 70,000,000 have 
reed to contribute full pages | 
ring the third year of the drive, | 
d a special campaign is being | 
n on the dangers of inflation by | 
» Agricultural Publishers Asso- 
‘tion in farm magazines and| 
pers. 
The campaign, as in the two} 
vious years, is being produced | 
the War Advertising Council | 
qoperation with OWI and} 
th Batten, Barton, Durstine & | 
born as the agency task force. | 


rews to Head Radio | 
hool in Europe 


Albert Crews, NBC central di- | 
ion producer and author of the | 
ttbook, “Radio Production Di- | 
ting,’ has been granted a leave | 
absence to establish a radio de- 
rtment at the new U. S. Armed | 
rees Institute to be located at 
arritz, France. 

Ir. Crews, who will leave for | 
rope Aug. 15, will be commis- | 
ned a major. In addition to 
ablishing a curriculum of radio | 
ses for the new Army school, | 
will help with the program- | 
ng of the Armed Forces Radio | 
rvice station at Biarritz. 


tllman Promoted | 


Jarl T. Kallman, operating de- | 
rtment office manager under 
> general manager of sales for 
ndard Oil Company of Indiana, 
ll be advanced Sept. 1 to the 
ition of assistant to the gen- 
Fl manager, in charge of the 
rating department, replacing 
liam H, Tell, now on_ sick 
ve, 


to Simpson-Reilly 
Vestern Newspaper Union, Chi- 


has appointed Simpson- 
ily Ltd., Los Angeles and San} 


Ancisco, as its Pacific Coast | 
resentative. The company will 
esent WNU’s rural weekly 


Wspaper lists and its trade pub- | 
tion, Publishers’ Auxiliary. 
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| station WTSP, 


|a number of years prior to his| 
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LEX D. HERRON founded in 1938 as director of | industry, died suddenly July 28. 


St. Petersburg, Fla., Aug. 7.— gg and bie instrumental} Mr. Donaldson was former ae Sook Sa pontoons J 
‘ in makin ss rge-s resi ‘ ne ager |v Be, een ie 
Lex D. Herron, 49, manager of g possible large-scale} president and general manager | York, has appointed Norman A. 


and public rela- 
tions representative for the Alu-| 
minum Company of America for | 


commercial production of penicil-| of the Robert Gair Company, New 
lin by the Squibb Company. Dr.! York, and also president and di-/| advertising and merchandising 
Harrop was elected vice-president | rector of the Gair Company Can- | . 
and director of research in 1943.| ada Ltd., Toronto. He resigned 
| both positions in 1939. 


| Mack & Co., New York, to handle 


association with WTSP, died here | 


AS 7 ; 
July 31. OSCAR J. ZETT | i hi} Everybody's 
-- | Marlboro, Mass., Aug. 7.—Os-|JOHN PATTON Ct Getting 
DR. G. A. HARROP Jr. car J. Zettler, 49, advertising| Grand Rapids, Mich., Aug. 4.— | i 


Canby INDUSTRY 


IHE NEWSPAPER OF 
CONFECTIONERY BUSINESS 


f the Marlboro Enter- 

New York, Aug. 7.—Dr. George | —ee 9 | 
A. Harrop Jr., 54, director of re- | 27°: died here Aug. 5. Formerly 
search at the Squibb Institute for | With the News, Roslyn, L. I. he 


Funeral services were held here | 
today for John Patton, advertis- 
ing sales staff member of Popular 
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le , 7% aw . 
medical research at New Bruns- | Serves wit a” re ip og Paper| Science, Chicago, who died of a| FIRST in 
wick, N. J., and vice-president | de Me neprvins, of them as ad- | heart ailment in Milwaukee, Aug. | CIRCULATION 
and director of research of E. R.| V©TS!98 manager. |1. A veteran in the advertising | FIRST on Cand 

; . is y 
Squibb & Sons, died Aug. 4 of a | business, Mr. Patton had _ been| ADVERTISING 
heart ailment. Formerly with|E. V. DONALDSON with Popular Science for the past | — 
Johns Hopkins University as as- New York, Aug. 7.—Edward V.| three years. A daughter, Rose- | Schedules CCA 
sociate professor of medicine, he| Donaldson, 53, prominent in the| 


ann, is associated with Ruthrauff | CANDY INDUSTRY » Don Edttor & Publish 
joined the institute when it was| Canadian and U. S. paper board | & Ryan, Chicago. | 33 West 42nd Street, New York 18,N.Y. 


IMPORTANT INFORMATION 


for all who manufacture, advertise 
or sell electrical appliances 


Don’t skip a word of Editor Moffatt’s concise statement 
of the editorial purposes of Electrical Merchandisin g: 


6 HE basic editorial purpose of ELECTRICAL 
MERCHANDISING is to stimulate the move- 
ment of products in the appliance, radio and home 


¢ FELD COVERAGE 


“Our month by month editorial coverage of the field 
reports retail practices and means of extending sales. 
Additional coverage includes utility and industry 
policies and promotions, advanced techniques of 


merchandising; the training and management of 


lighting fields from manufacturers to ultimate con- 
sumers in the home. 


¢ MAIN EMPHASIS 


“To accomplish this most effectively, our main em- 


salesmen, analysis of cost operation, store planning, 
and window and floor planning. 
phasis is directed to the retail level. The pages are 


/ NEWS POLICY 


“Our news policy features prompt and detailed re- 
porting of all new products in our field as well as all 


news of general industry import. To complete our 


principally written for individual dealers, depart- 
ment managers in department, furniture and other 
departmentalized businesses — commercial and mer- 
chandising managers of public utilities—and their 


sales forces. . : : , 
service on retail operation, we provide step by step 


instructions for the repair of appliances, extending 
their life and usefulness. 


/ MARKET REPORTS 


“Fundamental to all successful distributive activities 
is the knowledge of markets. For this reason it has 


¢ scope 


been our practice, for more than twenty years, to “Because we treat the vital subject of reaching the con- 


present complete annual reports of the saturation of 
appliances and radio, nationally, and by states for 


major products. Supplementing these are other data 


sumer, our editorial appeal is as broad as the industry. 
Therefore, our readership comprises the majority of 
all those whose business it is to increase the sale of 


on a large number of important local markets. We electrical goods and services to the home.” 


RO Ah 


EDITOR 


also report, year by year, the increase in customers, 
wired homes and electrical farms, by states. Also, the 


total production with dollar volume for appliances, 


radio and lamps, 
As of Aug. Ist circulation jumped 
to over 26,000 and will increase 


PS. 
each month thereafter. 
ELECTRICAL MERCHANDISING 


The Retailers’ Choice by 7 to 7 
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May Abandon 
Plans to Make 
Two ‘46 Studies 


Washington, Aug. 9.—Plans for 
a Census of Manufactures and 
sample Census of Business in 
1946 are on the verge of being 
abandoned at the Census Bureau, 
it was learned today, with offi- 
cials taking the position that Con- 
gressional approval of funds for 
the studies is too uncertain to 
warrant further activity along 
that line. 

While it is felt that Congress 
could reassemble and vote the 
necessary funds this fall in time 
to permit the studies to be made 
after the first of the year, Census 
chief J. A. Capt is advising call- 
ers that he fears action would be 
too late to permit the agency to 
“do a creditable job.” 

With the 1946 studies rapidly 
fading from the picture, after 
nearly a year of planning and 
urging from President Roosevelt 
and President Truman, Census 
is making estimates for a com- 
plete Census of Manufactures and 
complete Census of Business, as 
well as population, income and 
labor force studies, to be made 
in 1947, 

In essence the program which 
Census will forward to the Bu- 


the plan that has rested in the 
House rules committee since it 
| received House _ appropriation 


|committee approval last May. 

| The most significant difference 
be expansion of the controversial 
sample Census of Business to be- 
'come a complete census, in con- 
formance with the requests reg- 
|istered with the Budget Bureau 
|and the House by representatives 
|of marketing organizations. 


Atlas Corporation 
Buys ‘Liberty’ 


New York, Aug. 10.—Atlas Cor- 
poration, giant investment bank- 
ing firm headed by Floyd Odlum, 
and associates have announced 
purchase of the capital stock of 
| Liberty from Paul Hunter, pub- 
lisher, and Cuneo Press of Chi- 
cago. 

The 21-year-old weekly maga- 
|zine launched by Col. Robert R. 
| McCormick of the Chicago Trib- 
une and Capt. J. M. Patterson of 
the New York Daily News, and 
later published by MacFadden 
| Publications, Inc., New York, 
has been acquired for approxi- 
mately $2,000,000. 

Also included in the purchase 
‘are Movie Show, Screenland and 
Silver Screen, published by Lib- 
erty Magazine, Inc. Mr. Hunter 
/and Edward Maher, editor of Lib- 


RFC Expands Ad 
Plan to Include 
3 New Markets 


| Washington, Aug. 9.—RFC’s 
\“departmen’ store advertising 
|plan” is scheduled for expansion 
soon into three additional mar- 
kets, as a result of the agency’s 
| decision 


to market its surplus 
|eapital goods through regular 
newspaper insertions in Chicago, 


Boston and Philadelphia. 

The ‘department store’ method 
of advertising, already adopted 
for surplus war property in New 
York, and previously scheduled in 
Cleveland and Detroit (AA, July 
23), involves weekly government 
ads featuring special surplus 
property ‘‘values” available at lo- 
cal RFC headquarters. 

With addition of Boston, Phila- 
delphia and Chicago late this 
month or early next month, the 
government ads will be running 
on 12 or 13-week contracts in six 
cities serving as headquarters for 
RFC units holding nearly 75% 
of the agency’s $2,000,000,000 sur- 
plus property inventory. 


To Include All Centers 


With the “big” cities out of the 
way, the RFC advertising staff, 
and its agency, Fuller & Smith & 
| Ross, will turn to the West Coast 


reau of the Budget, and then to/erty, have a minority interest in|and to southern and Gulf cities. 


Congress, is virtually the same as 


| the purchase. 


'Eventually the department store 


chine repairs in 


—live prospects 


every 


HERE are many reasons for the 
farmer’s keen interest in flying. 


For one thing, he has a landing field 
right behind the barn. But, more im- 
portantly, a plane to him is a useful 
farming tool. With it he can inspect 
crops, livestock, fences . . . get ma- 


an emergency, fast... spot forest 


fires . . . control insects... check on soil erosion 
... hop to town. No flight of fancy this, farmers 
have actually been doing these things. 
It may come as a surprise that this Colossus, the 
American Farmer, is the liveliest civilian-aviation 
prospect in sight. But consider: 
Item: Last August a group of farmer-owned planes, 
most of them piloted by their owners, flew to the 
first-"* Flying Farmer”’ Day held by Oklahoma A & M. 
Item: New surve 
sold immediately after the war will go to residents 
of rural areas. Item: Check-up in Kansas reveals 
that 455 out of 10,000 farm families intend to buy a 
lane, as against only 196 out of 10,000 city families. 
‘armers’ interest in aviation proves one thing: 
They’re a progressive element in the national pic- 
ture, open to new ideas, eager to put them to work 


y shows that 60% of personal planes 


for all like-minded advertisers. 


The farmer's very progressiveness is the main 
reason for his interest in Country Gentleman. In 
issue he finds more 
detailed, more authoritatively treated—than in any 
other farm magazine. It’s no wonder the American 
Farmer gives first place to Country Gentleman; its 
spirit matches his own. 


information— more 


\ Mountry — 
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BLIC ATH = 
A CORTE Ta pavers ADVERTISERS 


ads are to embrace virtually all 
of the RFC’s disposal centers. 

Meanwhile, internal sales ma- 
chinery continues to shape up, 
with the employment on a con- 
sulting basis as an expert on sales 
displays of R. F. Schmidt, for- 
merly president of Architectural 
Decorating Company, Chicago, 
veteran display and theater de- 
signer. 

Mr. Schmidt, who will be at- 
tached to the office of William 
Costello, assistant director of sur- 
plus property, is to supervise 
standardization of showroom ex- 
hibits which RFC is planning in 
warehouses and mid-town dis- 
play rooms throughout the coun- 
try. 

As matters are now, an esti- 
mated 75 to 100 displays of the 
many thousands of items in the 
RFC inventory are to be set up. 
Since nearly 70% of the present 
inventory is aircraft, it is be- 
lieved that perhaps 25% of the 
space will be allotted to airplanes 
and aircraft parts. 

Two tests of down-town show- 
rooms, one at 200 S. La Salle 
St., Chicago, and the other at 123 
N. Broad St., Philadelphia, have 
convinced RFC salesmen that sur- 
plus property can be moved by 
good merchandising at convenient 


locations. Nearly 2,500 visitors 
attended the opening of the Phil- 
adelphia showroom last week, 


while 3,600 were reported during 
the first two days of the Chicago 
operation. Officials at the Chicago 
office estimated that 10% entered 
into discussions leading toward 
purchases. 


Named WHK Manager | 

Robert S. DeTchon, a salesman | 
for the past 10 years with WHK, 
Cleveland, has been appointed 


general manager of the station. 


ANA Group Okay, 


WPB Publicity 


on Reconversion 


New York, Aug. 9.—The pypj; 
relations committee of the Ac 
ciation of National Ad\ ortige, 
has been acting in advis ry ,, 
pacity to the WPB on it: py, 
licity covering the release of », 
terials for civilian pro); 
Paul B. West, presiden:, 
nounced today. j 

Fearing widespread mi 
standing and uncertainty) 
the supply of civilan good; 
the period of reconversion 
committee has held a s& 
conferences with WPB 
including Chairman J. A. Kry 
Harold Boeschenstein, vice-chajy 
man, and Maxey N. Morrison, 4 
rector of information. 
press releases, which have bee 
examined by the committee, h; 
been found “eminently  satisf; 
tory,” the ANA reports. 


Lawson Joins Meneough 


Orville Lawson, formerly wi 
the advertising departments 
the Des Moines Register & Tr; 
une Company and the Cow! 
Broadcasting Company, 
Moines, has joined Meneough 4 
vertising Agency as a liaison ¢ 
ecutive between the Des Moing 
and Minneapolis offices of t 
agency. 


WFEA Names Engel 


William C. Engel has been 
pointed assistant manager 
charge of retail and national 
vertising for Station WFEA, Ma 
chester, N. H. He was former 
national advertising manage: 
the Union-Leader newspapers 
Manchester. 


What business can ignore 
the farmer’s strength? 


TELL YOUR STORY — EFFECTIVELY 


NOW is the time to utilize the power and effectivencss 


of films . 


not easily forgotten. 


. . for movies make a permanent impression. 


Our Armed Forces have definitely proven the speed 


and certainty of movies as a retentive factor in the (is 
semination of facts. Many successful industrialists know 
this and have used informative films for many years. 


Here is the most economical medium of telling your 


story with the best results. 


We are proficie 


films. Let us 
ry}\ j _Y 
awh, .- will quote you 
wee on your part. 
Ae, ; 
1/¥ rt 
if ® ra 
L PVE 


FILMCRAFT 


207 W. JACKSON BLVD, - CHICAGO 6, 
Division of SOUNDIES DISTRIBUTING CORP. OF AMERICA 
Eastern Office: 2832 Decatur Ave., Bronx, N. ¥.—FOrdham 
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tising Age, August 13, 1945 


Current Network Hooperatings 
July 30 Network Evening Program Audiences 


MOST LISTENERS PER SET 
program Total Sponsor 
Blondie 3.07 Colgate-Palmolive-Peet Co. 
Wayne King 3.05 American Tobacco Co. 
Saturday Nite Serenade 3.01 Pet Milk Sales Corp. 
ct Men: Drew Pearson, with 1.14 (Serutan Co.) 
- yomen: American Melody Hour, with 1.63 (Sterling Drug, 


Inc.) 


Saturday Nite Serenade, with 1.63 (Pet Milk Sales 


Corp.) 
pst Children: 


Lone Ranger, with 0.86 (General Mills, Inc.) 


MOST SETS IN USE 


St 


day 9-9:15 p.m., EWT.......... 2. ccc ec eee e cess ere eeeees 29.4 
rograms: Walter Winchell (Andrew Jergens Co.) 


Radio Reader’s Digest (Campbell Soup Co.) 

Steel Horizons (Allegheny Ludlum Steel Corp.) 

Manhattan Merry-Go-Round (Sterling Drug, Inc.) 

Monday 9-9:15 p.m., EWT......... 2c eee meee reer teeter eee 26.9 

Programs: Meet Your Navy (Raytheon Mfg. Co.) 

Beulah Show (Lewis Howe Company) 

Gabriel Heatter (R. M. Semler, Inc.) 

Telephone Hour (Bell System) 


Sunday 10:15-10:30 p.m., EWT 


-rograms: Take It Or Leave It (Eversharp, Inc.) 
— Hour of Charm (General Electric Co.) 
HIGHEST SPONSOR IDENTIFICATION 
ke It Or Leave It, CBS, 10-10:30 p.m., Sunday, with 88.9; Correct 
Product 88.9 (Eversharp, Inc.) 
“FIRST FIFTEEN” EVENING PROGRAMS 


Net- Hooper- 
ogra Sponsor Product — work ating 
' or Winchell ‘Sennen Co. Jergens Lotion ABC 16.1 

nist Attorney Bristol-Myers Co. Vitalis and Ipana NBC 14.1 
It or Leave It Eversharp, Inc. CBS 13.4 
the People at Gulf Oil Corp. s ; 
ir—LN-MA-CH ’ : . E 
 Harris—C Colgate-Palmolive- Palmolive Soap-Col- es ; 
‘hepieies Peet Co. gate Dental Cream NBC 11.2 
ih Show Lewis Howe Co. Tums ( BS. 11.1 
W Pearson Serutan Co. Nutrex ABC 10.6 
Vy. Kaltenborn Pure Oil Co. NBC 10.4 
MTWT )—LN 

robert St. John 

Fri.) : ‘ _ 

Called X Pepsodent Div. Various Products N Bt 10.3 

Lever Bros. Co, } . - 

n Guild Lady Esther Ltd. CBS 10.2 
ayers , : 

r Borge Show S.C. Johnson & Son N Be 10.2 


me Doctor 
Thomas-LN 
iwagon Myst. F. 


Sun Oil Co. 
W. Fitch Co 


Peet Co. 
H—Computed Hooperatings 
N—Limited Network 
{A—Moving Average 


Pop Emerson Drug Co. 
Philip Morris & Co, 


lie Colgate-Palmolive- 


Bromo Seltzer CBS 10.0 
CBS 9.3 
NBC 8.8 
Various Products NBC 8.8 
Super Suds CBS 8.8 


lay Straus to Kashuk 


ng Company, 
idle advertising. 


he Finlay Straus men’s cloth- 
stores, New York, have ap- 
mted the Lew Kashuk Adver- 


Names Martin 

Chatham Electronics, Newark, 
N. J., maker of electronic tubes, 
has named George Homer Martin, 


New York, to} Newark agency, to handle a trade 


publication advertising. campaign, 


IT’S TIME to sell the great 
$2,000,000,000 market 
goes outdoors! ae yy | 
TIME to look at OUT- 
DOORS’ rapid rise in circu- 
lation—up 95.6% in 5 years! 
—in newsstand sales—more 
than 330% ahead in five 
years!—in advertising linage 
— up 268.9% in the same 
period! . . . IT’S TIME to 
get response to your advertis- 
ing —- response such as a 
manufacturer of an expensive 
sporting item received: 
“OUTDOORS gave us in- 
quiries at 47c a piece... 
lower than two of the large 
Circulation magazines.” .. . 
ITS TIME to reach OUT- 
DOORS’ 200,000 ABC Net 
Paid Circulation in the great 
market that goes outdoors! 


ITS TIME FOR YOUR 
ADVERTISING TO GO 
OUTDOORS 
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Curtiss Unit Buys 
Indianapolis Plant 


L. G. S. Spring Clutch Corpora- 
| tion, wholly-owned subsidiary of 
| Curtiss-Wright Corporation, New 
|York, has purchased the Mars 
Hill plant in Indianapolis 
operated by the Allison division 
of General Motors. The announce- 
ment was made by W. W. Glee- 
son, who was elected president of 
the spring clutch company Aug. 1. 
G. W. Vaughan, president of Cur- 
tiss- Wright, has been named 
chairman of the L.G.S. board. 
Postwar production at the plant 
will center on automotive trans- 
missions and starters, household 
appliances such as washing ma- 
chines, ironers, deep freeze units 
and stokers, marine engines and 
marine steering devices, farm im- 
plements and oil well drills. 


Warner Names Harris 


Jerome Harris, with the United 
States Public Health Service as an 
information specialist, has joined 
William R. Warner & Co., New 
York manufacturing pharmaceu- 
tist, as a creative copy assistant 
in the advertising department. 


now | 


Westinghouse Ad 
Programs Placed 
Under McKibbin 


(Continued from Page 1) 

| assignment of duties as a result of 
|the recent resignation of G. Ed- 
ward Pendray, assistant to the 
president in charge of public re- 
Mations and institutional advertis- 
|ing, who has opened his own New 
| York office as management coun- 
iselor (AA, July 30). No other 
|}administrative changes are being 
disclosed at this time. 

Mr. McKibbin joined Westing- 
house in 1922, two years later be- 
coming advertising manager of the 
company’s Cleveland office. Later 
he filled a similar post in Detroit, 
and was placed in charge of ad- 
vertising activities in the central 
district, supervising promotional 
operations involving all industries 
served by Westinghouse. 

In 1936 he was named apparatus 
promotion manager, later becom- 
ing manager of the application 


69 
data and training department. He 
was appointed assistant to the 
vice-president in May, 1944, tak- 


ing on the responsibility of direct- 
ing all company product and 
industry advertising. 


McCann Appoints Two 


Russ Johnston, radio producer 
with McCann-Erickson, Inc., New 
York, for the past two years, and 
formerly with CBS in charge of 
the network’s West Coast and 
Hollywood program department, 
has been appointed vice-president 
in charge «f McCann’s radio pro- 
duction. Julian Greenwood, for- 
merly assistant account executive 
| with Buchanan & Co., New York, 
joins the agency in a similar ca- 
| pacity. 


| Beaumont Adds Two 


Zepha Samoiloff, who resigned 
in June as editor of Western 
Family, and William F. Clafferty, 
formerly with McCarty Company, 
Los Angeles, have joined the Los 


| Angeles staff of Beaumont & 
| Hohman. Miss Samoiloff will 
handle copy and publicity. Mr. 


| Clafferty is an account executive. 
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HAMMERMILL’S manage- 
ment-idea book, “Recipe 
for an Orderly Desk,” is a 
recipe for an orderly day’s 
work. It outlines simple, 
practical ways of getting 
things down in black and 
white to remind yourself 
and others in your organi- 
zation what to do and when 
to do it. It will help you 
simplify the routing of in- 
formation to the proper 
people, eliminate time- 


— BOND 


Companion papers for office use 


wasting interruptions and 
other details that keep you 
from doing your best work. 
It shows how just a little 
of the right kind of paper 
work will keep your desk— 
and your mind—clear for 
the important jobs. 


helpful book now. Just mail 
the coupon below today. 
No obligation. 
man will call. 


LOOK FOR THE WATERMARK - -- 


AMM ERIM 


If you want to cure “Junk-Heap Desk” aa 


MY DESK WAS 


UNTIL | READ 
THIS BOOK 


Send for this free book... oe 


Get your free copy of this 


No _ sales- 


Rely on dependable Hammermill Bond for your 


office printing. 


1459 E. Lake Rd., 


Orderly Desk.”’ 
. Name 
include Position 
(Please write on, or 
letterhead. ) 


AS LOADED AS YOURS, TOM, 


Erie 


Please send me—free—a copy of “* 


aw Fearne® 


BUY WAR BONDS 
AND KEEP THEM 


Hammermill Paper Company 


. Pa 
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Doctor Shortage 


GETTING along without attention from a doctor of medicine, or with very 
little such attention, has been a necessity for many millions of Americans 
in civil life. That is because so many members of the healing profession 
have joined one of the armed services. As a result, many communities 
which seemed to have plenty of doctors four years ago are now managing 
as best they can with a minor fraction of the former number. There are 
still other localities entirely without the services of a physician licensed to 
practice. 

For many people, mothers especially, such situations have been very 
trying. The instance in which a mother found herself obliged to report 
symptoms and obtain advice concerning an ailing child from the wife of 
the overworked family physician can no doubt be multiplied many times. 
Perhaps the wife of the physician had picked up much information con- 
cerning her husband’s profession but she has no medical degree and never 
was enrolled in a medical school. 

A great many Americans have been looking forward eagerly to the 
day when the physicians on whom they relied will be discharged from the 
Army or the Navy and restored to civil life. Such reconversion is quite as 
important as the resumption of production of countless articles required 
for ordinary living but which are now either very scarce or unobtainable. 
It will be startling and also depressing to learn 
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physicians desire to become qualified as specialists and about 16 percent 
the entire number have already been certified as specialists. This is a sé 
ous outlook for people who wish to be able to call in or call on a gene! 
practitioner capable of diagnosing and treating ordinary aches and pial 
of the flesh. 

In times of peace there have never been enough licensed practitione 
of medicine to serve the entire population of this country. The fact th 
many of them are collected in places where the prospect of income is gre 
est has drained medical attention away from less affluent neighborho 
There seem to be a good many medical schools but the tendency fou 
among them is to restrict the number of students entering, with the eff 
of keeping the graduating classes below the number sufficient to take 
care of the public. 

At present the prospect of having an adequate supply of young phy 
cians is far worse than it has been for years. Some of those in charge 
medical schools have been complaining during the war of what they ¢ 
“the shortsighted regulations regarding deferment.” At any rate, ! 
chance of having an able general practitioner in any community not! 
habited by higher-income bracket families has been diminished and is! 
likely to improve even after the Japs are defeated. There will be m 

specialists than ever, but fewer men who reé 


from a survey of 21,029 medical officers as re- 
ported in the Journal of the American Medical 
Association that 80 percent of these M.D.’s do 
not want to be general practitioners when they 
emerge from uniforms. 


UNCLE DUDLEY 


like to look after the physical well-being of } 
and Mrs. John Public and their children. _ 

The situation is easy to outline but <iffic 
to correct. A writer in the New England J 
nal of Medicine observes that “in any case, 


It would seem that the 21,000 returns from 
questionnaires sent to about 60,000 medical men 
must be accepted as representative. It was 
found that almost 60 percent of the officers re- 
plying desire more than six months’ additional 
instruction and that more than 21 percent would 
like to have a shorter course. That is encourag- 
ing. More than that, about two-thirds of these 


The 


Since 1891 Uncle Dudley has signed the 
clear, common-sense editorials of the Boston 
Grose. Not only does he express the policies 
and reflect the character of the GLoBe, but he 
consistently strikes a responsive chord with his 


readers as well. 
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agencies concerned with supplying these ed! 
tional facilities—medical schools, hospita!s, # 
national, state and local medical socictlé 
should be actively devising methods to nive 
demand.” The people are likely to come (0! 
the same way about it. Signs that medic! !* 
ers are moving to action will be welcome. 
public must be healed. UNCLE DUDLEY 
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Advertising Age, August 13, 1945 


PHOTOGRAPHIC REVIEW 
OF 


EXPERT OPINION—Thomas D'Arcy Brophy, president of Kenyon & Eckhardt, 
and chairman of the public relations committee of the National War Fund, 
looks over the 64-page portfolio containing 71 ads for the Fund's 1945 cam- 
paign (AA, July 30). Standing, left to right, are Ralph Allum, Edward Mante 
and Edwin Cox, all of K&E and members of the public relations committee. 


COAST TO COAST—The radio and television division of Bendix Aviation 

Corp., Baltimore, has launched an outdoor poster campaign for its forthcom- 

ing line of AM and FM radios and radio-phonograph combinations. The post- 

ers are scheduled to appear on boards in more than 140 of the country's 
metropolitan centers. 
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Interchemical 


INSTITUTIONAL—To illustrate both wartime and postwar applications of 
ye textile colors, Interchemical Corp., New York, used this first in a 
Series of institutional ads in Fortune, The dress on the USO entertainer, the 
camouflage and mosquito netting all are treated with Aridye color. Addi- 
tional ads are appearing in Dun's Review and the New York Journal of 
Commerce. Fuller & Smith & Ross, New York, is the agency. 


THE WEEK 


MAYORS' DAY—More than 200 Min- 
nesota mayors and their wives were 
guests of Minneapolis’ Radio City at 
a cocktail party and dinner highlight- 
ing, Mayors’ Day of the 1945 Aqua- 
tennial celebration. Exchanging quips 
here are Mayor John McDonough, of 
St. Paul, and Host Stanley E. Hubbard, 
president of Station KSTP. 


BALLANTINE 


“XK ALE 
a 


SOLUTION — This new Ballantine dis- 
play, lithographed in full color, is 
available with both beer and ale copy. 


LINK—Four new models of marine 
radio telephones—"the invisible link 
between ship and shore which gives 
you greater freedom and safety''—are 
being promoted in a series of ads in 
August marine publications by Hudson 
American Corp., subsidiary of Reeves- 
Ely Laboratories, Inc., New York. 


MEAT SALT 


NEW PACKAGE—International Salt 
Co. has developed this new con- 
tainer for its Sterling sugar curing 
meat salt, which carries a descrip- 
tive label giving full directions for 
correct home curing of hams and 
bacon. Fall advertising of the prod- 
uct will be directed to the farm 
market. 


AT CHICAGO SEND-OFF—Elon G. Borton, new AFA president, is the sober 
member of this group, pictured at a luncheon given Aug. 2 in Mr. Borton's 
honor and attended by a goodly number of Chicago admen. With him in 
the foreground are John H. Platt, director of advertising, Kraft Cheese Co., 
left, and Homer J. Buckley, head of Homer J. Buckley & Associates. 


HAVETRATED BY Cantoontst 


Where.ch where did the money go? 


WHERE MONEY GOES—Following release of its annual report to stock- 
holders, General Mills, Minneapolis, ran this copy July 31 in the Chicago 
Journal of Commerce, New York Journal of Commerce, Wall Street Journal 
and two labor publications. Batten, Barton, Durstine & Osborn is the agency. 


OWI POSTERS EXHIBITED—Leon Helguera, Mexican artist, left, is congrat- 

ulated by Arthur William Brown, president of the Society of Illustrators, on 

the acceptance of his second Uncle Sam poster by OWI. With them, at 

the opening of the show at the society's auditorium in New York, is James D. 
Herbert, OWI art director. 


i 
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RESEARCHERS—Present at the first meeting of the technical research com- 
mittee of the Broadcast Measurement Bureau, held in New York Aug. |, 
were, left to right (standing): Richard Puff, MBS; Barry Rumple, NAB; Ed- 
ward Evans, American Broadcasting Co.; John K. Churchill, BMB; Hugh 
Feltis, BMB president; Frederic G. Berner, G. Washington Coffee Refining 
Co.; Jim Gaines, NBC; Harper Carraine, CBS. Seated: Paul Peter, BMB; 
Don Johnstone, Benton & Bowles; Frank Stanton, CBS; Robert Elder, Lever 
Bros. Co.: A. N. Halverstadt, Procter & Gamble Co., committee chairman; 
D. E. Robinson, Sherman K. Ellis & Co., and Robert Elrick, Quaker Oats Co. 
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I ‘ve got a notion to study English grammar.” 


He was a tall young man with a sinewy body and a 
lean, gravely humorous face. But standing now behind 
the counter of the backwoods store, he was in deadly 
earnest. The schoolmaster picked up his quarter-pound 
of sugar and nodded 


“If you expect to go before the public,” he said, “it’s 
the best thing you can do.” 


“If | had a grammar handy, I'd begin now,” the young 
man suggested hopefully. 


Mentor Graham reddened. “There’s no such book in 
New Salem,” he confessed. “But if you want to walk 
over to Vaner’s, I allow I can get you one.” 


So, early the next morning young Lincoln trudged 
the six miles to Vaner's, and six miles back. Four months 
later he made the trip again. But he would have walked 
twice as far. “My best friend,” he once said, “is the 
man who'll get me a book I ain't read.” 

Abraham Lincoln had little or no schooling, but with 
him reading was the breath of life. As lawyer, member 
of the Legislature, Congressman, President, he never 
stopped reading. What he read, he remembered. What 
he remembered he put to use. 


Even as a boy, Abraham Lincoln had the thirst for knowledge. In every free moment... whenever he could get a book... he read. 


oy who WALKED 24 miles 
for something to READ 


If ever a man was self-educated, Abraham Lincoln 
was that man. Upon the fertile soil of his reading was 
nourished that breadth of thought, that grandeur and 
nobility of spirit for which his name forever will be 
honored among free men. 


Reading Threw Wide the Door 


Instinctively, Abraham Lincoln recognized early in life that 
“knowledge is power.” And with equal insight he struggled 
to acquire it in the best and surest way . . . by reading. 


Reading has blazed the trail to fame and achievement for 
hundreds of history's great. For it is the impression value of 
what one sees that registers indelibly and is never forgotten. 


Reading in scope and abundance that would have delighted 


———— 


the hungry mind of Abraham Lincoln is provided in word and 
picture by The American Weekly. Reading about science, art, 
literature, history, religion . . . reading about people . . . their 
hopes, fears, struggles, their heartbreaks and laughter, their 
disappointments, tragedies, triumphs . . . the whole crowded 
story of the brave and foolish and tender things they do. 


This great story of history-in-the-making is brought regularly 
by The American Weekly into more than 8,000,000 homes 
from coast to coast. Distributed through a group of great 
Sunday newspapers, The American Weekly exerts a direct and 
powerful influence upon the world’s largest reading audience. 


The manufacturer who associates his products or his 
company’s name with such an influence is tying in with 
the most powerful known force in advertising. 


ZTHE AMERICAN 


LY 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N.Y 
BRANCH OFFICES 5 Wiashrep Sg, Boston 10 + Arcade Bidz, St. Lows: 1 + Hearst Bldg., Chwcage 6 + 101 Marietta St, Atlanta 3 
Hawns Bldg, Cleveland 15 + General Motors Bldg, Detro 2 + Edison Bldg, Los Angeles 13 + Hears Bldg. Son Francie 3 


| i 3 r 3 a ee. % 3 ial a a - 3 
) 2. ae a ae : ; : | ae, eee = ae ey 5: S Ate ors ee es a 
7 : ey bt ee a ve eiale= i ek ant ae i = i: ae <2 PS es Saar 
‘ ear one a oe ee ie Sia oe ‘ 8 ie J ok: ee . iy ae es learn oeeeee mer a ee < ; : os god 
ba : i ce i > a Sy keg taka a I A, ORM) alll, “Mls ee. i ee oy’ sak 
ras ‘ i a3 “a 3 oa Cs ae . of AM ; ot. ae en a... ee tee 
. vad ~ —— ‘ a. Wie wa + i be - ie es en ek te 8 fees Sf. eri 
* be ra ead . a gla 4 ia , lees a , si ae mt ” Soh ar P tte YS E Fe if 3 7 a i oe ad ae y 
_ a ae a * ee : a, ei a ei ae ies 2 eo gi OE Oy ieee gS ee ee ptonintont 
a ; * a Meas nl ee = a be ae ii eee Le , id ea aa So) 7 tis 
os " = ™, ‘ ; . 0 er ram ert. ei 8 -y bps pe ey 
| ‘ i e. ral Me, . OS oo oe on’ “ ‘i ey ee oe 7 - ics ge come ae = Rs ow = iit AGE & “4 A ee Se 3 ‘ 
| tes N ‘ @ ot _ ' pa a Be x a ae oo Po he : 2a Sd HY; ¥ * i ae Pe oa ae , 
= P “ ee ‘ Breen i ae Mie hE ‘ PE ges AI i a ’ — 
eo iia, a eee . Se AN Amt gg} Me 
iin —_—- a - i aaa ied % ‘ . . 3 A ea [are J as & ‘ a oe nt me Hes a 
re Pes esi ie ae ” a . - 7 . Sp. % : aS tae ae see a 
| , “ee, een: aaah Oka - ie S pe ae. <a 
| : a a es, tae oF & ; — - @* 
" oe “i ee aes, me yy a | 
: — é 3 2 “a $0 cae, ae) Ps 3 5 - : re] 
gael ae nol baa ae ks Fah eee 7 4 “ ba 
. ae “a a all — CC — ———— mee i. h ee. . ae Se : | 
: as R see ss mS ees ne at . Pe eS a il at . a ea Sr “ : Xe ae a Lo it ' \ the 
| ey - r ES” So eee — ec —  — ; es a oa < NS x ; j 4 | 
P ng eg — | ee ‘ : oe gt Fe ee ee » q 
— , oe ail ea a S Se ¢ \ } } 
} ee ee eS ae s a \ , i: 
| ¥ ; —— ee a a ie Sas \ \ ey. m¢ 
: : aoe — ; q ‘ ae [ee oe 2 m: 
— oe eS i Sethe 3 2 i ii Se: & . giclee sal ; \z 
{ pail sis ge Se ta VN pa 3 ee ae a ; 
a ve oes oe — — re ~ eee ae nS om? P mn 3 ao aS a a - 
; RRS a a a 7 ay Ps . oe zs » 
4 nd ar 7 ‘ Rs dé é ; ; Pe i | 
“ * sf os “3s a , a cf 4 ’ , . a } x , 
” . 3 ti ji : ‘ -. ee (fi ; > Pt reer 
: . ‘ , ao ek TMS } 4 ' Vp f 
i : - | al Le ie Ee 2 ee ™ o . ty bé, 0 
ys : Ses Meee... — ~ ii ae ee a. 2 tk Ee LY i tin 
v RE —— eae. of q W yA fi t™ i ee sg 
“4 $ ¢ pain’ ~ SRG a Suter 4 y : ee - Ps oe a % Ry : F x : . 
5 .. ag < Seo ee ty AY | 
\ - e.g ee 8 +. a a, ae | 
a N at Rg 4 - ey . of % UB. : a 2 = if Bp * iN , Vs : » ; mi 
“’ ges Stee na ‘ i. a ae bee oe : , ; iv . a b S . be 
Ay ee Ae a a sor a Se « = eee 4 h +) es : 7 q .y y 
. ho a, s : see 7 foe 7 7 Paes. Bi Beat . é: ; Sy “inky 3 x - E | 
se ee eee Rt ey TAA - [Tite a re my al 19 
SNe ad re So RE SSS SS tr. ihe Fe ist OE os ac) rr ere eee TE oe en eae I ee ee =, ca | * : 2 th 
et) AG ¢ <~ Kata Ke 2 Ng ail ae + eee” 930 a a = Ps ey ine ace eee. * ae eee , Bas ee ae =e 7 ao £0 ‘ wAN ) tin 
Sa Wty RTS Ss, <n eee la an ove ee ge le eae a i = Sani ad ap his <n oe a : = E Es » (y 5 aie t ” : om . 
AS \a4 eater a a ee ae Kang 2 Ce ova eh >, Se Ye. ee ae —— . © RS ; ee ) 
yo | ey ei eRe ee ea "AB WAM Mee 
— ; z ‘ — Sess, > toe _—- bs ay ~ ec 7 : —— a ital se Ee Z i ay a : ) ) 
ae tae BS px 5 ~~ ' pal ns ee ee xe = - i. ils tln aera bie as i, + ay ar’ 
ales SS, le Pe fis: ea le ; y (ae roe ~ Oe > ae Sa eu Eg t oe JE. « ed . ou 
Viens. \ Papen oe | SE ae ee bot aie jal ae oe at Ve sc 
BOS sae, aN, i ‘ ot ew i ~<a aes 7 Mee AN oe MER ee ah a a oo ee ae eee » : “AS ne ‘ n 
: a. n Phe ot, iP hg ee, “s “2 = ee ee: Me A. ape. ae ae Te sett rn . .. ¥ : — \ In} 
en * eg ee 4 aug er cate oa a “5° a ata NOS as ‘ies eS a ee ae eas i 2, he el 
ae ee * i * oo i —_- —-. a ag bo So os d ee &- _ et aS Ss Se ho 
Ss ™ ota —~ E 3 ~ + i 4 . pea os + Sate x a ia, 5 i ee ig pene eee 7 ra j pe eg “ + + al . ; " \\ : : 4 “i = | 
a 4 Ge ae ~ Pane P : Br ers. ' ba a a : z “- a alla BA OOM a ~ YZ Yan 5 , .: : : 1 : { ‘ i ul; 
es Cf ee ' ae. Ne Re Uae tee | 6c ae Mo 2 tM ce, ue jg oe Fe +a ee ee 
2 ie ve =m, or a “he a a oe ; eee. ae ; a a yt My } = 4 : ‘ : 6, 6rth he 
% he : = ve boo N >} - re: i . ye: “i vf “> ae, =. pth, a «! bee 4 y ge * ee £ “$6 op ‘: , 4 F it ;  € 7 t ; i. oF 
‘Amal : : oars =~ eaten) sth bie £ mA oe han Cae ee ; a he » eM 5 ‘ f i fh : a A ~ : 
. N { ee oe *. ; - Se pa : . aS 3 ay or J ms : * 4 Cs oR) aS cS - pm al , ? = 4 j 5 / . PY : . Se, ae « ™’. % y ad y 
La. “4 } bi Det oe. ee wee 3 ae “eonail <9 é ae we o. P ra) P * : ot ali 0 naa Lie ocd ai ce 2 ‘“ 
a IS if. 7 af, Se a ay x Re ae om Ch Peni : } ee a “ pasuT ios t] 
< ae Ni mY Pe ee ee eS Sy > a tee Gy UF — ae ev 
a a = ee . tae , Sw a Ream hs he ae ‘ _ . 
RAN el ois a ES : : 
| wv! ; ae eS ye 
at 
os we 
=. Ny: 
“5 a) ab 
y i> v Py 
f i} t\ a \\i in 
: IN 
Fp 
a 't > (Vs 
\ ‘i! Yi 
ee il fo 
; an = in 
eas : | w 
— —__ ae 
ea C 
ae 
= —_ ae } 
A om ero - Greatest 
—— 7 Circulation 
oor ad in the World 
> 7 
dy it favor [eae en Ree aM 
and HT 
4 / WF a 
bea end “7 ce 
v- sang / 
: a bet oe 3 ; : 


